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They're off to watch your public relations film 


MODERN 


! Talking Picture Service, Inc. 
» 3’ East 54th Street, New York 22 


———— sae 


SALES OFFICES 

New York PL 8-2900 
Chicago DE 717-3252 
Detroit TE 2-421) 

Los Angeles MA 9-2121 
Pittsburgh GR 1-9118 


San Franciseo YU 2-1712 


Public relations films are part of farm living in sum- 
mer months. A Hollywood feature and a public relations 
film make up the program for free film nights — ROAD- 
SHOWS — in a thousand rural towns. In these theatre- 
less towns not reached by TV, roadshow films are often 
the only movies folks see. 

Henderson, Michigan, has had a roadshow each sum- 
mer since 1934. Folks in Steuben, Wisconsin, have en- 
joyed theirs for 17 summers. And Montrose, Iowa, 
begins its 15th season in May. 1,027 Midwestern towns 
in all borrowed films for roadshows from Modern in 
1957. Total attendance was 4,553,663. 

Roadshow locations may be the town square in Fall 
Creek, Wisconsin, or the baseball diamond in Hubbard, 
Nebraska. Each roadshow is well publicized by local 
town merchants. They sponsor these free film shows to 
draw traffic to their stores on show nights. 


And the folks come. They come from miles. With their 
families . .. welcoming a chance to shop and have fun. 
The Chamber of Commerce of Green Ridge, Missouri, 


has shown free movies each week of the summer for over 
20 years. Crowds have averaged over three times the 
town’s population of 350. Average attendance at all 
roadshows is about 275 persons. 


Film sponsors who wish to reach the farm market 
know this is a good way to do it. They also know they 
can keep their prints busy during summer months when 
other audiences vacation. Last summer Eli Lilly & 
Company showed THE BEEFMAKER (the story of their 
new hormone-rich feed Stilbosol) over 700 times at 
roadshows to a total audience of 222,219 people. Dr. 
Salsbury’s Laboratories presented PROGRESS IN POULTRY 
to 827 farm audiences with total certified attendance of 
218,211 persons. 283,825 farm viewers watched BIG SCOT 
by Anheuser-Busch, Inc. 


You can’t keep ’em down on the farm when there’s 
roadshow that night. So why don’t you put your show 
on the road this summer and increase your recognition 
among farm families. Modern will be happy to give you 
the facts. 








looking ahead 


20 West End Ave. (60th St.) » New York 23, N.Y. + Circie 7-6110 


producers of distinguished motion pictures for 
industry and television for over 35 years 





dn 4@) | Ok Pe oh’, aco nal-1.t- Mt bo) enles ll aG@elel-lolalaecleal-M lahe-laaal-leil-he-1-me An 4am dal -mt-t- taal Janie) t-ilelall olel-thdlolalt-t-Mdal-Mmelaleiial-iF 


=O) Oe). bere ye) veil liivarel-1 ile lal-loMMMolal Eacehielal Mme] ohdlet-lmelalahi—ig 


; #4 


—Tadlelem- tm aa! 
juUent printir 


termediate 
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Technical pictures don’t have to be too technical. 

Technicians are also people. Their worlds are complex 
. . ° — 

ones, but the technical motion pictures they seem to Te Cc ae rt ’  o- | | 

prefer are the ones which are clear, interesting and well 

executed, as well as being accurate and informative. Put 


ol 
yourself in an audience with upper-case technicians and é a Cc t ul r e Ss 


you couldn't tell a physicist or a biochemist from your 


neighbor next-door. Technical groups want motion by 


pictures on technical subjects to be, in the first, second 


*. . . - 
and third place, good motion pictures. A é re | Fy r @ | 
oe 


Among our clients: 


American Telephone & National Board of Fire 
Telegraph Co. Underwriters 

Babcock & Wilcox Co. National Cancer Institute 

Carborundum Company Pennsylvania Railroad 

Cast Iron Pipe Research Sharp & Dolime 
Association 


E. R. Squibb & Sons 
E. I. du Pont de Nemours — 2 
. The Texas Company 
& Company : 
, . : Union Carbide & Carbon 
Ethyl Corporation C ; 
F orporation 
‘ord :, ay 
‘ord Motor Company U. S. Navy 
General Motors Corp. oe , 

\ irginia-Carolina 

McGraw-Hill Book Co. Chemical Corp. 
Merck & Co., Inc. Western Electric Co. 


—and many, many others 
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Producer-Directors: L. S. Bennetts H. E. Mandell Earl Peirce 
Alexander Gansell Harold R. Lipman Erwin Scharf 


Sales Manager: Sheldon Nemeyer 











A LEASE PLAN 


FOR USERS OF 


PROJECTORS 


Now — you can use repetitive, 


regular, or rear projection type 
16 mm sound projectors in your 
sales and training programs on a 


pay-as-you-go basis. 


TSI, world’s largest manufacturer 


of 16 mm sound projectors for 





repetitive operation, point of sale, 
desk top demonstration, and day- 
light projection purposes, now 
makes their equipment available 


on a lease plan. 


Features of the plan include con- 
version to purchase privilege with 
liberal allowances for lease fees 
paid, and a unique “pay for it 
only when you get it” field serv- 


ice plan. 


Get the most out of films you now 
have — or plan to make. Put them 
to work now, under the new low 


cost TSI leasing plan. 


Write for free details. 


e & deas 


come from 


30865 FIVE MILE ROAD 


16MM SOUND MOTION PICTURE 


ECHNICAL ERVICE, INC. 


LIVONIA, MICHIGAN 


the national safety film awards 


National Committee on Films for Safety Cites 28 Winners 
as Outstanding 1957 Motion Pictures and Sound Slidefilms 


per gens MOTION PICTURES 
and sound slidefilms swept all 
but five of the 28 citations an- 
nounced by the National Com- 
mittee on Films for Safety cover- 
ing subjects produced or released 
in 1957. 

A total of 75 sound films and 
slidefilms were judged in the 15th 
annual competition, the purpose 
of which is to stimulate produc- 
tion and use of films on accident 
prevention and to encourage their 
higher quality. 

Sponsored films won six of the 
eight highest awards—bronze 
plaques — in the four principal 
categories: occupational; traffic 
and transportation; general; and 
theatrical. Seventeen of the 20 
awards of merit in these same 
categories also went to sponsored 
productions. 


Dual Awards to Two Studios 

Two producers had a pair of 
contest winners in the competition. 
Cal Dunn Studios produced a 
film and a six-film series for Na- 
tional Safety Council which won a 
bronze plaque and a merit award, 
respectively, in the occupational 
category; and Texas Industrial 
Film Co. produced two occupa- 
tional safety motion pictures for 
AT&T which received awards of 
merit. 

In the occupational films cate- 
gory, plaques were awarded to: 

Danger—Roofers at Work, 18 
min., color and b/w, sponsored by 
Florida Industrial Bldg. Assn., 
and produced by the University 
Broadcasting Services, Florida 
State University —The film illus- 
trates employee working hazards 
on roofing jobs. 

Falls Are No Fun, 10 min., 
b/w, sponsored by National Safety 
Council and produced by Cal 
Dunn Studios.—This is an instruc- 
tional cartoon film showing types 
of falls and how to prevent them. 

Occupational Merit Awards 

Awards of merit for occupa- 
tional films were made to: 

Chain Saw Safety Pays Off, 


24'4 min., color and b/w, spon- 
sored by Homelite, Division of 
Textron, Inc., and produced by 
Victor Kayfetz Productions, Inc. 
—Stressing maintenance and safe 
operation of chain saws. 

Lock and Tag, 23'% min., color 
and b/w, sponsored by Safety & 
Fire Protection Div., E. |. du 
Pont de Nemours, and Savannah 
River Plant, AEC; produced by E. 
I. du Pont de Nemours and The 
Calvin Co.— Covering the impor- 
tance of locking and tagging 
equipment to prevent accidents. 

Pulp Makers’ Film Cited 

One Is Too Many, 28 min., 
color, sponsored by Pacific Coast 
Assn. of Pulp Manufacturers; 
produced by Rarig Motion Pic- 
ture Co.—Showing the emphasis 
on safety, from top management 
to worker. 

Safe Poles, 23'2 min., color, 
and Safe Work on Poles, 221% 
min., color, sponsored by Film & 
Employee Information Div., Pub- 
lic Relations Dept., American 
Telephone & Telegraph Co.; pro- 
duced by Texas Industrial Film 
Co.—Companion films, the first 
emphasizes the need for checking 
condition of the pole before the 
lineman starts his climb; the 
second instructs new employees in 
safe methods of pole climbing. 

Safety on the Job at Sea, 18 
min., b/w, sponsored by Military 
Sea Transportation Service, Navy 
Dept.; produced by F. K. Rockett 
Co.—Covering various hazards 
and safety precautions aboard 
ship. 

Merit Awards to Slidefilms 

Sound slidefilm award of merit 
winners in the occupational cate- 
gory were: 

Judgment, 13 min., color, spon- 
sored and produced by Phillips 
Petroleum Co. — Pointing out 
common accident prevention 
measures around the service sta- 
tion. 

Seven Doorways to Death, 18 


(CONTINUED ON PAGE 64) 
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SUCCESSFUL BUSINESS FILM * 








* “THE STORY OFZA MAIN STREET MERCHANT” 
Starring JAN CLAYTON and ARTHUR FRANZ 
Written and Produced for J. C. PENNEY COMPANY 





JULY, 1952 THROUGH DECEMBER, 1957 
20,311 NON-THEATRICAL SHOWINGS 
AUDIENCE: 1,332,310 
699 TELEVISION SHOWINGS — 
ESTIMATED AUDIENCE: 15,973,640 


(©, “WEEKLY VARIETY” DATED MAR. 19, 1958 SELECTED IT AS ONE OF THE FIFTY 
OUTSTANDING FREE TELEVISION FILMS SHOWN BY TV STATIONS IN 1957. 

HONOR MEDAL—FREEDOMS FOUNDATION—1952 

MERIT AWARD—BOSTON FILM FESTIVAL— 1953 


John Sutherland Productions, Incorporated 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
Los Angeles 26, California OUnkirk 8-5121 New York 22, New York Plaza 5-1875 
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A TWICE TOLD TALE 

When Wernher Von Braun was explaining 
to newsmen how the U:S. satellite, “Explorer,” 
was successfully launched and why it would 
stay in orbit for some time, he must surely 
have had the feeling he was going through 
something for the second time. 

Twenty-four months earlier he was explain- 
ing substantially the same thing at the Walt 
Disney Studio to Walt and a story crew who 
were beginning work on a film dealing with 
outer space. In a few months Dr. Von Braun’s 
story, now augmented with animation, color 
and music, was on film and was being told to 
millions of Americans via the Disneyland tele- 
vision program MAN IN SPACE. 

Today, in the light of the Sputniks and the 
Explorer, and particularly in the light of sci- 
ence’s next objective—manned space travel 
MAN IN SPACE becomes an important film 
to all branches of our society. 


MAN IN SPACE is of major interest to 
American business and many industrial 
companies are: 

1. Acquiring prints to use in their employee, 

community and public relations programs. 

2. Recognizing what science educators have 

already attested namely, that MAN IN 

SPACE can make a giant contribution in 

the classroom where the problem of moti- 

vating junior and senior high school stu- 
dents to seriously pursue courses in mathe- 
matics and other basic sciences is the prime 
hurdle the science teacher must overcome. 

Realizing that this gives them the chance 

to put a potent teaching tool in the hands 

of classroom teachers, many companies are 
donating prints to the schools in their area. 

Credit titles added to film identify donor 


The film runs 35 minutes—is in 16mm with 
color by Technicolor—sound on film. 
If your company shares the concern of so 
many others regarding our critical need for 
more scientifically trained personnel and 
should you desire more information, we'll be 
delighted to answer your inquiry. 
Educational Film Division 
WALT DISNEY PRODUCTIONS 
Burbank, California 

P.S. The second in Walt Disney's series of 


“Science-F actual” films—OUR FRIEND THE 


ATOM—is also now available in 16mm color. 
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designed and 

engineered to 
include new 
and exclusive 
features 
and provide 
higher quality 
sound-on-film 
at lower cost 
in less time 


For full information and price list, 


write, phone or wire 
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rex 


/ j 
j 


- highest fidelity | 
\sound recording 
system 


features include: 
@ Mixer Studios, Narrator Studios and Theatre Recording Studio, 
with 16mm and 35mm projection facilities. 


® Dubbers and Recorders, both optical and magnetic, including 
16mm and 35mm and 44-inch tape with Rangertone sync. 

®@ Interlock System for forward or reverse. 

® 8-input Re-recording Console with sliding faders, graphic 
equalizers, effects filters, and many other unique features. 

® Looping Facilities. 

® High-fidelity Monitoring Systems. 

@ Special Double-speed Transfer System. 

@ Track Processing by latest spray method. 


Individual Editing Rooms with Westrex Editor, with or 
without editorial personnel. 


© Complete Music and Effects Library. 


by ro n Laboratory 











1226 Wisconsin Ave., N.W., Washington 7, D.C., FEderal 3-4000 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE UNITED STATES IS A CLIENT OF BYRON 
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KODAK MAKES AUDIO-VISUAL NEWS 





ANNOUNCING A NEW KODAK 
PAGEANT SOUND PROJECTOR 
AT A NEW LOW PRICE 


The new Kodak Pageant Sound Projector, 
Model AV-085, rolls prices back to 1955-56 
levels. It lists for just $439!* At the same time, 
it has all the essentials for good 16mm sound 
projection. The AV-085 is a true Pageant. 
As with all Pageant Projectors, you never 
oil the AV-085: it’s permanently lubricated 
for you at the factory. As with all Pageants, 
it is easy to operate, sets up in a jiffy with 
folding reel arms, attached belts, and simpli- 
fied film path. And it has Kodak’s exclusive 
Super-40 Shutter for added screen brilliance. 
New features, too—There’s a powerful, 
sensitive new amplifier, designed around 
printed circuits, to make it more compact, 
rugged, easy to service. It delivers its full 
rated 8 watts. For better listening, the speaker 


is housed in a baffled enclosure which as- 
sures good response over its entire frequency 
range. The speaker itself is an 11-inch oval — 
shaped that way to make it compact—and 
designed to give you the same effective cone 
area as a conventional 8-inch round type. 

The Model AV-085 has a new type of pull- 
down claw that’s virtually wearproof, made 
of hard tungsten carbide. You'll have no 
problems with municipal electrical codes 
either—a new 3-wire cord provides for 
grounding, adapts to ungrounded outlets, too. 

Ask your Kodak Audio-Visual dealer to 
demonstrate the new AV-085 Pageant. Or 
write for Bulletin V3-22 for full details. No 
obligation, of course. 


*List price, subject to change without notice. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


New low-cost Pageant Model AV-085 comes with 
economical 750-watt lamp, exclusive Kodak Super- 
4O Shutter for brilliant pictures on the screen. 
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Resonant, natural sound comes from new 11-inch 
oval speaker in baffled enclosure. Oval shape 
lends rigidity, makes case more compact. 
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The technical know-how and production 
skills mastered by Color Reproduction 
Company in over 19 years of Specializing 
Exclusively in 16mm Color Printing has 
earned Color Reproduction Company a 
reputation for guaranteed quality Color 
Prints which are the Standard of the 16mm 
Motion Picture Industry. Write for our 
latest price list. 


RODUCTION COMPANY 


7936 Santa Monica Blivd., Hollywood 46, California 


Telephone: Oldfield 4-8010 
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Vancouver Film Festival Wins 
Int'l Producer Group OK 

vy The Vancouver International 
Film Festival has received the 
official approval of the Interna- 
tional Federation of Film Produc- 
ers Associations in Paris. The 
Federation is the organization 
which rules on the validity of film 
festivals throughout the world. 

To be held July 19 to August 
16, the Vancouver Film Festival 
is part of the Vancouver Interna- 
tional Festival program which 
also features musical and dramatic 
stage presentations. 

The event is sponsored by the 
Vancouver Festival Society, Van- 
couver, British Columbia. Recog- 
nition by the International Federa- 
tion signaled the release of final 
invitations to film producers who 
have been waiting for official word 
before submitting entries. More 
than 160 entries are expected by 
Vancouver Festival officials. 
Twenty countries had submitted 
120 entries as of March 1. 

For information on the compe- 
tition, write: The Vancouver Fes- 
tival Society, Rooms 7 & 8, 16th 
Floor, Hotel Vancouver, Vancou- 
ver, B.C. Pe 

* * * 
Falkenberg-Jacobs “Seminar” 
Planned for Italian Region 
+ Documentary film producers 
Paul Falkenberg and Lewis Jacobs 
will conduct a three-week seminar 
tour of the Abruzzi and Marche 
region of Italy from July 25 to 
August 15. 

The trip is designed as a vo- 
cational seminar in film-making 
with twice daily briefing sessions 
by Falkenberg and Jacobs. The 
two will also point up opportuni- 
ties for good filming. 

The tour is open to anyone with 
knowledge of cinematographic 
fundamentals. ee 

x a * 
Under-Water Photography 
is New Firm’s Specialty 
+ A new Chicago organization, 
called Adventure Inc., has been 
set up by Jim Thorne, a specialist 
in under-water photography. 

In addition to its specialty, the 
firm will offer counsel to motion 
picture firms, outdoor or scientific 
publications and a location guide 
service. A testing service for cer- 
tain types of new equipment also 
will be offered. 

The firm’s motion picture and 
still film library, available to cli- 
ents, includes a variety of under- 
water scenes and sequences. §& 
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NEW SERVICE 
AVAILABLE 


Professional processing 
of ANSCO 538 
reversal 
duplicating film 





Frank Holmes 
Laboratories, Inc. 


1947 FIRST STREET 
SAN FERNANDO, CALIF 
EMPIRE 5-4501 
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SIGHT & SOUND 


“Schweitzer” Film, Westrex 
Sound System Get “Oscars” 

The only documentary film to 
win a Motion Picture Academy 
“Oscar” for 1957 was Albert 
Schweitzer, a Hill and Anderson 
production by Louis de Roche- 
mont Associates, Jerome Hill, pro- 
ducer. 

Westrex Corporation and Todd- 
AO Corporation received “Oscar” 
statuettes for developing the meth- 
od of producing and exhibiting 
wide-film multi-channel sound pic- 
tures known as the Todd-AO Sys- 
tem. These awards were made in 
the scientific and technical class, 
which covers achievements which 
have a definite influence on the 
motion picture industry. 

The Westrex contribution to the 
Todd-AO process is the six-chan- 
nel stereophonic sound recording 
and re-recording system. Equip- 
ment used in the process was de- 
signed and built by Westrex Cor- 
poration’s Hollywood Division. 

The new sound system was first 
used in the Todd-AO production 








of Oklahoma. Since then it has 
been used for Around the World 
in 80 Days and South Pacific. 

Twelve scientific and technical 
awards have been presented to 
Westrex Corporation, its predeces- 
sor organization, Electrical Re- 
search Products, Inc., and its par- 
ent company, Western Electric 
Company, Inc., by the Academy 
of Motion Picture Arts and Sci- 
ences. tt 

aa x a 
Sponsor 3-Day Conference 
on Use of Business Films 

A three-day conference on the 
Use of Films in Business and In- 
dustry has been scheduled for May 
27, 28 and 29 under sponsorship 
of the University of California and 
the San Francisco Film Producers 
Association. Sessions will be held 
at the University Extension Center 
in San Francisco. 

Co-sponsors of the conference 
on the part of the University of 
California, in addition to the Ex- 
tension Center, are the School of 
Business Administration and the 
Department of Journalism. 

Sponsors of the conference hope 
it will be the first in a series of 


A 


NEW YORK 19, N 


BUSINESS SCREEN 


annual gatherings of this sort. 

Sessions will be aimed at giving 
a comprehensive view of the scope 
of some of the problems involved 
in business’ use of motion pictures, 
and stimulating interest in gaining 
further information. 

O. H. Coelln, publisher of 
BUSINESS SCREEN Magazine, will 
lead one of the conference ses- 
sions. He will discuss “Business 
Film Distribution Methods.” Clyde 
B. Smith, motion picture producer, 
University Extension, is program 
co-ordinator. a 


Brennan to New Coast Post 


John J. Brennan has been ap- 
pointed director of business af- 
fairs of California National Pro- 
ductions, a division of NBC. He 
was formerly business manager of 
NBC owned and operated stations 
and NBC spot sales. 4 


te 


MPO Executive Tours Mexico 
Marvin Rothenberg, vice-presi- 
dent of MPO Productions, Inc., 
has recently made a three week 
tour of Mexican film studios and 
location sites. Ly 
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For over 35 years, Mitchell has held a unique reputation 
as the world’s leading source for the finest in motion 
picture equipment. The reason—only Mitchell designs 
and manufactures a line of cameras to meet such a broad 
range of demanding professional filming requirements. 
Today Mitchell produces 35mm and 16mm cameras; 
70mm 2% x 2% high speed cameras; and 70mm, 65mm 
and double frame aperture 35mm cameras. | 


There’s a Mitchell camera designed to meet your require- 
35mm Studio BNC Mitchell 








ments — write for information today. 
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2 35mm NC Mitchell 3 35mm Hi-Speed Mitchell 16mm Professional Mitchell 














77 70mm 214 x 2% High Speed Mitchell 6 65mm and 70mm Mitchells / 35mm Vista-Vision Mitchell 


aes oo 
ed F 


¥ da De 
eee e 
a 
ts 
ah 3 
Goes 









CORPORATION 


* 85% of Professional Motion Pictures Shown 
Throughout The World Are Filmed with Mitchell Cameras 
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666 WEST HARVARD STREET 

GLENDALE 4,CALIFORNIA 





Cable Address: ‘‘MITCAMCO”’ 
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U. S. Steel Films Reach 
12,810,873 During Past Year 
ve Twenty-nine motion pictures 
sponsored by United States Steel 
Corporation reached a total audi- 
ence of 12,810,873 during 1957. 
The U. S. Steel films were shown 
QVESTion to 27,722 business, educational 
Sa / and social groups last year. 
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Pot oil system? J * Scans full 5,575 groups during the year. 


. . 
i , . , ~ 
in selecting 6 Are bon <— omaticay1 sho Knowing’s Not Enough, a safety 
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V fi OWs oil ley . . 
©” top of project amounted = Seds oil to al paiaee film, was in second place with 
— 3,330 showings. Knowing’s Not 
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s 
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16 min sound yo ae |, Samer to other business organizations for 
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La Gated hemselves to vary Occupational Film Award for 1956 

“oe slits ee eee oo olpenbante g 
projectors magnetn aPtable for} — an a : presented by the National Com- 

recording? 7 nnel. mittee on Films for Safety. 

a ording ony Not included in the 1957 totals 
agnesoun’, ime by simply — eee on * S. re re 
eatrical release; Jonah and the 
Highway, now being shown in 
theatres throughout the nation. The 
film was released November 1, 
1957. As of February 26, 1958, 
a total of 731 theatres reported 


O€s it 
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The above 10 points give a quick picture of the Victor Assembly 10 — Lightweight projector for small 


; showing the film on 2,110 days, 
advanced features you should expect in a modern audiences. Amplifier operates at 10 watts continuous output, 18 to a total audience of 1.656.569. 
16 mm sound projector. Only a Victor brings you watts peak. Available with 9" speaker, top-mounted and fully j d th ae ; 

2 ; baffled sseetamataliin telit Wl cmeninok oni itiame Jonah and the Highway recently 
all of them. And with every Victor you also get vaitled—or separately cased 12° speaker as Shown. “ 


the “‘standard”’ features of all quality sound pro- 
jectors, including 2 speeds for sound and silent 
film, still picture, and reverse projection. 

Particularly important is Victor’s new red, 
white and blue color-coded threading. Color lines 
on projector clearly show where to thread and the 
sequence of threading. Other time-proven fea- 
tures—exclusive with Victor—are safety film 
trips, top-mounted reels, and power rewinding 
with no change of belts or reels. 

Victor was first to develop 16 mm projectors 
and through the years Victor has been first to 
perfect improvements that assure finest pictures 
—finest sound—easiest operation. Victor long has 
been the choice of A-V experts in 73 countries. 


was awarded a George Washington 

Honor Medal by the Freedoms 

Foundation. hy 
* * * 


SM Names Donato for TV 


Jose di Donato has been ap- 
pointed manager of TV client 
service for Sound Masters, Inc. 
He is the latest addition to the 
company’s expanding _ television 
commercial film department. 

Mr. di Donato is a well known 
tv film specialist with many years 
experience in ad agencies. a 





NEW VICTOR VIEWER GREEN FILM? 
DIRTY FILM? 


FilMagic Pylons (Pat. Pend.) quick- 
ly attach to any iémm. projector. 
Automatically silicone -treat and 
protect film, clean gates as film is 
running. 


The first profes- 
sional 16 mm 
viewer with 
“frame counter” 
priced under $100. 
Large 3\%"x 44" 
screen is brilliant- 


i , TF J ANIMATOGRAPH CORPORATION 
ly lighted by 75- 

: adie EST. 1910 

wattlamp. Equip- ) 


ved with [2.8 trip- 
let sone, Ail eatien A DIVISION OF KALART 


coated. 





Special kits, complete with simple 
instructions for Ampro, B&H, East- 
man, RCA, TSI, Victor. Write for 
illustrations and prices. 


Producers of precision photographic equipment ECONOMICAL .. . EFFICIENT 


PLAINVILLE, CONNECTICUT 
onty *92.00 THE 


DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 
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Gufrd Film Laboratories 


TRI ART COLOR CORP. 


AND NOW 
The Largest Film Laboratory In Cana 


Associated Screen Industries, 


(Formerly Associated Screen News, Ltd.) 
2000 Northcliff Ave., Montreal, Canada .. . 


has joined the Du Art Family to give you Complete 
Motion Picture Facilities For All Your Film Processing 


Requt rements 


All Black and White Facilities, 
35 mm. & 16 mm. 


35mm Eastman color release p 


Kodachrome printing 


da 


Ltd. 


rints 


“Blow-ups” from 16mm Kodachrome 
to 35mm Eastman color negative 











CORPORATION 








\ (a subsidiary of Du Art Film Labs., Inc.) 
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245 West 55th St., New York 19, N. Y. « PLaza 7-4580 








One Call for all You Need 


LIGHTING EQUIPMENT RENTALS 


DOLLIES 
AP - 


Fearless and 
Raby Panoram 
Dollies 

Crab and 
Western 
Dollies 


GRIP 
EQUIPMENT 


MacTon Turntable 
fer Cars and 
Displays 

Mole Richardson 
Boom and 
Perambulator 
Parallels 

Ladders and Steps 
Scrims and Flags 
Dots and Stands 


Write or Wire 
for 
Catalog and 
FREE 
ESTIMATES! 





ANYTIME, ANYWHERE 


For quick service, expert advice 
and one low price for equipment, 
installation and removal, call on 
one of the nation’s largest suppliers 
of temporary lighting facilities— 
Jack Frost. His lighting equipment 
inventory is unexcelled. Below are 
just a few of the many items 
available for quick delivery 
whenever and wherever needed. 


LIGHTING 


Complete M. R. Incandescent Equipment 
M. R. Intensity Arc Equipment 

Dimmer Equipment 250 W-10,000W 
Diffusion 

Scoops 

Reflectors 

Bullboards 

Cable 


PORTABLE POWER 

EQUIPMENT 

AC and DC Generators 15 Amps to 1500 Amps 
(Truck or Caster-mounted) 


Portable Transformers—Dry and Oil 
Portable Substations 


JACK A. FROST 


Dept. BS 
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MGM-TV Names William Gibbs 
to Head Industrial Division 

vy William R. Gibbs has been ap- 
pointed director of MGM-TV’s 
commercial and industrial division, 
it has been announced by Charles 
C. Barry, vice president in charge 
of television for Loew’s Inc. 

For the past two years Gibbs 
has been television commercial 
production supervisor for Young 
& Rubicam, San Francisco, with 
headquarters at Warner Brothers 
studios. Previously he was tele- 
vision director for Fuller & Smith 
& Ross, and producer-director for 
the Jam Handy Organization in 
Detroit. 

Gibbs succeeds Virgil E. Ells- 
worth, who has resigned. ba 

* * * 


Wilding Names Morton to 
Sales Administrative Post 
Appointment of Joseph Mor- 
ton as administrative assistant, 
sales, for Wilding Picture Pro- 
ductions, Inc., Chicago, has been 
announced by Jack A. Rheinstrom, 
vice-president in charge of sales. 
In addition to his new duties, 
Morton will continue to super- 
vise Midwest TV Production and 


Joseph Morton 


Sales in coordination with Ted 
Westcott, who has joined Wilding 
as midwest manager of TV Sales, 
with headquarters in Wilding’s 
main Chicago office. 


“In his new position as admin- 
istrative assistant, sales, Morton’s 
primary responsibility will be liai- 
son between Wilding’s sales and 
production departments,” Rhein- 
strom said. Prior to joining 
Wilding, Morton was with Kling 
Film Productions and Young and 
Rubicam, Inc. i 


te * * 


Ross Wetzel Studios Opens 
New Building in Chicago 


ye Ross Wetzel Studios Inc. is the 
new corporate identity for Car- 
toonists, Inc., recently moved to a 
new location at 615 North Wabash 
Avenue, Chicago. 

Ross Wetzel, president of the 
company since its organization in 
1948, said the new name more ac- 
curately reflects the company’s 
present activities, since it is now 
producing all types of art and pho- 
tography in all areas of visual com- 
munication. 

In its new location, the company 
occupies four floors totaling 12,000 
square feet of space. William Lang- 
don is general production manager, 
Roger Sloan is sales manager and 
Russell Stamm is creative director. 

The company recently added to 
its studio equipment an Oxberry 
optical printer, said to be the first 
of its kind in Chicago. Bob Shipley, 
who operates the new printer, has 
been with Wetzel since 1950. Pre- 
viously he was with Hal Roach 
Studios, Jam Handy and A. George 
Miller. 2 

* *” *« 
Wuest Named Exec Producer at 
Wilbur Streech Productions 

- Appointment of Harry Wuest 
as executive producer at Wilbur 
Streech Productions, Inc., New 
York City, has been announced 
by Wilbur J. Streech, president. 
Before joining Wilbur Streech pro- 
ductions in 1954, Wuest free- 
lanced as director and cameraman 
on a number of industrial, edu- 
cational and theatrical films. & 





PRECISION CONTROLLED OPERATIONS 


complete 16mm services 


REVERSAL PROCESSING 


INCLUDING CUSTOM PROCESSING OF EASTMAN TRI-X & DuPONT 931!) 
COMPLETELY EQUIPPED 40’x 60° SOUND STAGE; 
FINEST QUALITY SOUND RECORDING AND 
RE-RECORDING; COLOR DUPLICATING; 
TITLING AND ANIMATION 


film associates inc 


DAILY 





234 Piquette Ave., Detroit 2, Mich. 


4600 s.dixie hwy. dayton 39, a. 
<= 
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Okayed 


tee 


let's 20 to CECGOL 


ag 


it started os an idea, a rough 
ig-toh lial) MoM Uulelohilile Med] ol mm [oki 
it's up to you to fulfill the promise of 
* that script with a triumphant 
production 


You assign o director, 
cameramen, sound men, lighting 
technicians. You consult the talent 
agencies for performers. What's 
your next step? 


if you you are like hundreds of 
producers of theatrical, industrial or 
TV films, you'll make a beeline to 
CECO. Here you will find for rent or 
for sale the world's greatest assortment 
of professional cameras, recording 
machines, lights, grips, dollies, mikes, 
booms, generators—everything 

you will need to produce a better 
film within your budget. 


At CECO jou will get another 
ingredient not obtainable elsewhere 
—free consultation and advice 
from experts with outstanding 
reputations in the film world, men 
with judgment, perception and 
unique technical skills. 








~ 


Whether you are an Academy Award winner 
—oand we serve most of them —or a young 
independent making your first 20-second TV spot 
—you ll get the same honored-guest treatment 
at CECO. Come by soon, won't you? 


Before you invest.....INVESTIGATE! 










Find out why professionals from all over the world make 
CECO their photographic equipment headquarters. One 
ig -lehtelsMiMisle| MeloMels|-Melek Mella duel; mislel, mm loMels|-M) el-sleh me, 
fraction of what we do for engineering, design and 


experimentation. There are many other reasons 





ade eit ilelaM @t-lelelg-llelal-t mi Ole) iter. | me 
Magnetic Sound Reader, Mode! 800 RL 


Permits editing of both 16mm and 35mn 
Optical and Magnetic sound tracks. Features 
a Magnetic Head Mount with adjustments 
Tolaeicgela M@ilelaslilel Mlle MMelell lil tlt Mie melita 
elle MR lel *) Milla 44-11 Oli -aliilelel 1) Mel deli le] 1/2 


Protessional Junior’ Tripod - 


The world's standard of quality. This newest 
PRO JR gives you super-smooth action and 
simple camera attaching method; Telescoping 
pan handle with adjustable angle, and sockets 
for left, right, reverse tilts; Special pan tension 
knob, independent of pan lock; Cast-in tie-down 
eyelets; Self-aligning double leg locking knobs 
"Reg US Pat Off No 2318910 


35mm Professional Film Viewer 


Makes film editing a breeze. Easy threading, 
portable, will not scratch film. Enables editor 
to view film from left to right on large 6x42” 
brilliantly illuminated’ screen Sound Reader 
and/or Counter can be easily attached. Avail- 
able in 16mm model 





FRANK C. ZUCKER 


fAMERA —QUIPMENT (O..INC. 


315 West 43rd St., New York 36,N. Y. -JUdson 6-1420 


ADDITIONAL PRODUCTS 


-amera Equipment Company offers the world's largest and most comprehensive line 

of professional cameras, accessories ghting and editing equipment. The quality 

prod ? snot made that we dont carry See J SF ers exposure meters 
yiectors screens ualela Salem) Jal@is Me lsle Me] ab telifola Mel loh it meee lellilaleMulelasllal-t; 
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ARRIFLEX 16MM 


The most versatile professional 16mm camera in the world 
Includes three-lens DIVERGENT turret, registration pin move- 
ment, side pressure rail, and quickly interchangeable motors. 
Has a mirror reflex system to permit viewing and focusing 
through taking lens while camera is in operation. Viewfinder 
shows parallax-corrected right-side-up image. Accepts 100 ft. 
daylight loading spools and accessory 400 ft. magazines. 


/ 
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Colortran Grover Masterlite Convertibie + Tet Talet- fete) o] i mt lal. 
The newest in professional lighting. Holds either 


Available in separate focusing arrangements or in 
PAR 56 or PAR 64 Bulbs in a PYREX SEALED BEAM a uni-focus mount with 40mm, 50mm, 75mm 
unit. Weighs only 5 Ibs. and equals performance 100mm Prime Lenses in their special Scanoscope 
of a 5000 watt bulb with just a PAR 64 500 Watt mountings. Changing from one uni- focus lens to 
and converter. Consumes less than 10 amperes another takes just a few seconds 
current at 3200 degrees Kelvin! 
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if CECO doesn't have it...!IT ISN'T MADE! 


CECO Aluminum 
Split Apart Reeis— 
Nonmagnetic 


A fast and inexpensive way to 
wind film from reel to core, or 
reel to reel. Threaded core for 
quick locking. New low prices 


CECO 3-Wheeil Lightweight 
Collapsible Dolly 


The JUNIOR weighs only 15% Ibs 

The SENIOR weighs 18 Ibs 
Collapses into compact shape for 
easy transporting. Professional 
or semi-professional tripods are 
easily attached with yoke clamps 
Ball bearing, locking, rubber-tired 
casters have indexing device for 
straightline direction 


Magnasync Magnaphonic 
Sound Recorder MARK IX 


The perfect answer to the needs of every 
film producer, large or small. It is com- 
pact, lightweight and _ distortion-free 
Academy & SMPTE Specification No 
royalties. 16mm, 35mm, & 17 Y2mm models 
available 


AKG D-25 Moving Coil 
Cardioid Microphone 


Especially designed for TV 
and film work. Rubber 
suspension in swivel frame 
makes it highly shockproof 
Pull-and-turn switch provides 
reduction in low-frequency 
response. Range: 30 to 
15,000 cps 


Other models available 


Auricon Cine— 
Voice Conversion 


Cine—Voice Camera modified 
to accept 1 200-ft, 600-ft 
ond 400-ft. magazines; has 


torque motor for take up FRANK C. ZUCKER 
Also includes Veeder 


lavtage covste (; AMERR CQuiement (O..,INC. 


315 West 43rd Street, New York 36, N. Y. jUdson 6-1420 












DT gg DAILY, Our news serv- 
ices tell us that America’s 
tragic shortage of engineers and 
Scientists, as typified by our loss 
of the first heat in the race into 
outer space, is compounded by 
an equally tragic shortage of sci- 
ence teachers. This article seeks 
to point the way out of these twin 
problems. 

Let it be understood that the 
competition to put an earth satel- 
lite into the orbit, won hands down 
by the Soviet Union, is but one 
facet of a many-sided contest. 

Vice-President Richard M. 
Nixon said: 


“Call it a ‘cold war,’ or a con- 
test for men’s minds, or a race 
for outer space. Call it what- 


ever you will. It is, as Mr. 
Kruschev has bluntly told us, 
a war of many phases . . . mili- 


tary, political, economic, psy- 
chological. A total war calling 
for all our resoluteness, deter- 
mination, patriotism, and faith. 
We must summon our brains, 
our fortunes, our imaginations 

and a dedication to the 
full mobilization of all faiths, 
all creeds and all peoples, to 
the cause of peace and freedom 
for the world.” 


Sputnik I suddenly alerted 
America to its shortage of know- 
how,” an element of which we 
have boasted for years. To get 
“know-how,” a man must “learn- 
how,” from teachers who can 
“teach-how.” 

The U. S. Central Intelligence 
Agency recently confirmed re- 
ports that in 1957 the Soviets had 
140,000 graduates in science and 
engineering, compared to only 


100,000 in the United States. 
In 1965, if the present trend 
continues, there will be 12,500,000 
more students in American schools 
(elementary, high school and col- 
sug- 


lege) than there are today, 
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A New Challenge for the Sponsored Film! 


Industry-Sponsored Films Are Needed to Meet the Crisis in Science Education 


by Jay E. Gordon* 


gesting the requirement for 350,- 
000 more qualified teachers than 
we now have. Teacher training 
will probably furnish 100,000 new 
teachers, but we'll surely be a 
quarter of a_ million teachers 
short by 1965. Better pay for 
teachers will, of course, alter the 
situation somewhat. 


Shortage of Science Teachers 


But if teachers in general are 
short, science teachers in particu- 
lar are shorter. Enrollment 
trends for the past half century 
show that in 1895, 22.77 per 
cent of our high school students 
were enrolled in physics. By 
1915 the figure had dropped to 
14.23 per cent, and by 1947 it 
had dwindled to 5.49 per cent. 
While physics has become more 
and more vital to our technologi- 
cal progress, its study in high 
school has diminished consistently. 

Two years ago, a survey indi- 
cated that for the new school 
year, only 125 more high school 
physics teachers became available 
to meet the demands of 25,000 
American high schools . . . con- 
siderably fewer than the number 
of teachers who had given up 
teaching physics, had retired, or 
died in the previous year. 

The twelve and a half million 
new students we will have with 
us in 1965 have a certain similar- 
ity to another twelve million peo- 
ple of recent history . . . the U. S. 
armed forces of World War II. 

Films “a Significant Weapon” 

When General George C. Mar- 
shall was faced with a_ teacher 
shortage (the Army called them 
“training officers”), he looked to 
what was then a new and largely 
unproved tool, the sound motion 
picture. After World War II, 
General Marshall characterized 
the airplane and the motion pic- 
ture as the two most significant 
new weapons to emerge from the 
conflict. 

Few persons were more acutely 
aware of the potential of the mo- 
tion picture than. its principal in- 
ventor. In 1922, Thomas A. Edi- 
son wrote: 


“I do not believe that any other 
single agency of progress has the 


*Mr. Gordon heads film production activities 
in the Autonetices Division of North Ameri- 
ean Aviation but in this article speaks as a 
private cscizen CunCer uc country 
and national defense 


“u win ur 


possibilities for a great and per- 
manent good to humanity that 1 
can see in the motion picture.” 


A good tool can be put to more 
than one use. These are the words 
of Joseph Stalin: 


“In the hands of Soviet power, 
the cinema is a great and inesti- 
mable force. It has exceptional 
possibilities for spiritually influ- 
encing the masses, it helps the 
working class and its party to 
rear the laboring people in the 
spirit of socialism, organize the 
masses for the fight for social- 
ism, raise their culture and poli- 
tical fighting capacity.” 


In a LiFe Magazine article dated 
May 6, 1956, Dr. James R. Killian, 
president of Massachusetts Insti- 
tute of Technology and President 
Eisenhower's principal adviser on 
scientific matters, proposed motion 
pictures as among the best courses 
of action in the development of 
more and better scientists. He said: 


“Let a group of the best physi- 
cists in the country come to- 
gether in a special study group 
to plan a whole new approach to 
elementary physics education. 
Let them set the new goals de- 
manded by modern physics, de- 
sign new. courses, visualize fresh 
experiments and imaginative 
demonstrations. 

“Let these plans be reduced to 
reality by a working group 
which will design and direct the 
making of, say 90 profession- 
ally executed movie shorts of 20 
minutes each with the necessary 
accompanying manuals and 
texts. In this way let us cap- 
italize on the resources of visual 
technology, the imagination, un- 
derstanding and zeal of great 
physicists, to give the secondary 
school teacher a fresh and pow- 
erful teaching aid and a new 
reach. 

“A million-dollar project of this 
kind might well infuse new life 
and great teaching art into the 
teaching of science in thousands 
of schools. It is my hope that 
such a project may serve as a 
pilot plant for lifting the teach- 
ing of the other sciences to a 
new level.” 


Now the problem has been stat- 


(CONTINUED ON THE NEXT PAGE) 





YOUR 
NEW EMPLOYEES 


With proper induction and job 
instruction they will be more 
effective, happier employees. This 
means less personnel turnover, 
better work faster, more efficiency 
and increased productivity. 


It’s up to your supervisors. It can 
be accomplished! 


Show your supervisors how with: 


“INDUCTION AND 

JOB INSTRUCTION" 
part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “INTERPRETING 
COMPANY POLICIES" 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


@® “HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION" 


You may obtain a preview 
without obligation. 


Write Dept. S for details. 





ROCKET PICTURES 
INC. 


6108-A Santa Monica Boulevard 


Los Angeles 38, Calif. 











a new 
dimension 
in quality 


COMPCO 


PROFESSIONAL 
REELS AND 
CANS 


A Major Advance in Film Reel Construction 


PRECISION DIE-CAST ALUMINUM 
HUB COMBINED WITH SPECIAL 
TEMPERED STEEL REELSIDES MAKES A 
TRULY PROFESSIONAL REEL. 


MUCH MORE STURDY — TRUER RUNNING 


COMPCO reels and cons are finished in scratch- 
resistant baked-on enamel 

Be assured a lifetime of film protection with these 
extra quality products 


Write for complete information 


REELS AND CANS ~ |6 mm 
COMPCO corporation 


2251 WEST ST. PAUL AVENUE 
CHICAGO 47, KLINOTS 


400 ft. through 2000 ft 


‘ ment t ‘ aree » CENTURY 
Preotoy’o6 fqupre a Qua 





New Challenge for the Sponsored Film: 


(CONT'D FROM PREVIOUS PAGE ) 


ed, and one of America’s most 
respected educators has put his 
finger on a prime key to the solu- 
tion. 

Give Schools a “New Reach” 

What can American business do 
about it? 

I can think of no more concrete 
contribution that a business or in- 
dustry could make to help a teach- 
er do a better job than furnish him 
one of the world’s most potent 
teaching aids, an_ instructional 
sound motion picture. To use Dr. 
Killian’s phrase, let business give 
the teacher “a new reach.” 

This is what I suggest. Let there 
be created an agency which could 
be called the “American Business 
Council for the Development of 
Educational Films.” (The initials 
“ABCDEF” suggest that education 
must go farther than the “ABC’s”’.) 

This Council, composed of rep- 
resentatives from industry and ed- 
ucation, could set forth a list of 
most-urgently-needed science and 
engineering education films. A film 
on, say, Dynamics of Rocket En- 
gine Control Systems, then could 


be adopted for sponsorship by one 
of the leading companies in this 
field, where there is not only pri- 
mary interest, but the very least 
information on the subject. The 
Council would serve in an advis- 
ory capacity to aid the selected 
film producer in developing an 
educationally-sound script, fitted 
to the curriculum where the need 
is greatest. 
No Commercials in Films 

A standard credit-title format, 
furnishing evidence of the spon- 
sor’s contribution, would identify 
the sponsor at the head and end of 
the film. No commercial or “sell” 
information would be permitted in 
the film itself. 

Compliance with an educational 
film production code would be re- 
quired, the basis of which could 
be the excellent ‘‘Criteria for 
Business - Sponsored Educational 
Films,” published by the Associa- 
tion of National Advertisers. 

The sponsoring corporation 
would foot the entire film produc- 
tion bill. Beyond that, one com- 
pany may wish to donate several 
prints to schools of its choice, while 
another might wish to go further 


and donate several hundred prints 
to schools recommended by the 
Council. 

Or the prints could be bought 
at a printing cost, which would be 
only a fraction of the cost of a 
similar educational film produced 
on speculation. Smaller companies 
wishing to participate in this 
science-engineering film could 
make money grants to schools to 
finance purchase of prints. 

Here are some of the more im- 
portant standards that should be 
incorporated into these films: 

They must be effective teaching 
aids. 

Science demonstrations must il- 
lustrate superior teaching tech- 
niques. 

Integrate With Curriculum 

There should be sufficient cor- 
relation between the teaching tech- 
niques displayed in the film and the 
average classroom situation to in- 
spire the teachers who use the film 
to improve their own methods. 

The film lessons should, when- 
ever possible, illustrate applica- 
tions of modern (even futuristic) 
technology now in use in American 
industry. 

The scientific and engineering 
(CONTINUED ON PAGE 20) 





1. ANIMATION (Simple, 
Complex, Cartoon) 


2. TITLES (Artwork, Hot 
Press, Production) 


3. SCRIPT & COUNSEL 
(Free suggestion & con- 
tract script aids) 


4. EDITING (Matching, 
Cutting, Creative 
Editing) 





1105 TRUMAN ROAD 


Tsource- ALL services 


PRODUCTION *¥ LABORATORY * PRODUCER SERVICES 
(The Only Complete 16mm “SINGLE-STOP” FACILITY) 


ON 


5. OPTICAL EFFECTS 
(Fades, Dissolves, Wipes 
& Invisible St. Cuts) 

6. RE-RECORDING (from 
your tape, film or 
striping) 

7. RECORDING (Voice, 
Music, Sound Effects) 

8. FILL-INPHOTOGRAPHY 
(Close-ups, Table Top, 
Maps, Charts) 


9. SYNC SOUND PHOTOG- 
RAPHY (Desk Talks, 
Sound Stage, Location) 

10. PRODUCTION (Any por- 
tion of a film to be 
completed) 

11. EDGE-NUMBERED 
WORKPRINTS (B/W or 
Color) 

12. B/W REVERSAL & 
POSITIVE PRINTING 
AND PROCESSING 


Free Information Folder and Price Lists on Request 


THE CALVIN 


COMPANY 


INCORPORATED 


>..." 


HARRISON 1-1234 


13. COLOR REVERSAL AND 


14. PROCESSING (B/W re- 


15. REELS, CANS, CASES, 


16. SHIPPING SERVICE (To 


KANSAS CITY 6, MISSOURI 


POSITIVE PRINTING 
AND PROCESSING 


versal, Sound Tracks) 


PEERLESS FILM 
TREATMENT 


anywhere, United States 
or abroad) 
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Gordon Yoder shooting flood damage in the Dallas area 


“For widest exposure and processing latitudes... 


my choice is Du Pont film,” 


says Gordon Yoder, staff cameraman in Dallas, 
Texas, for Hearst Metrotone News, /nc. 


Mr. Yoder, winner of the 1957 title, ““Newsreel 
Cameraman of the Year,” in the N.P.P.A.—Ency- 
clopaedia Britannica contest, tells us that all his 
35 mm work is done with Du Pont Superior® 2 
and “Superior” 4 Motion Picture Film. 


Like all newsreel cameramen, Mr. Yoder must 
be able to count on the latitude of his film since 
news coverage can't be reshot. “Regardless of 
indoor or outdoor lighting, temperature, action, 
weather, | have to come up with usable shots,” he 
says. “In addition, I can’t even process my own 


REG. u 5. pat. OFF 


Better Things for Better Living ... through Chemistry 
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film—it’s rushed to New York and developed there. 
So I can’t compensate for varied exposure by con- 
trolling the processing. 


“Despite this handicap,” Mr. Yoder continues, 
“I can still shoot confidently with Du Pont film. 
There has been only one exposure complaint from 
my office in ten years and, even then, the story 


was usable!” 


For newsreels. commercials, features—for every TV use 

there’s an ideal Du Pont film. For more information, 
call the nearest Du Pont Sales Office. Or write Du Pont, 
Photo Products Department, 2420-2 Nemours Building, 
Wilmington 98, Delaware. In Canada: Du Pont Company 
of Canada (1956) Limited, Toronto. 
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(CONTINUED FROM PAGE 18) 
principles outlined in the films 
should be demonstrated, when this 
can be done, by the actual men 
who developed them or made his- 
toric applications of them. 

The films should show how one 
science depends on another. For 
example, a physics film should 
show how this science may depend 
on chemistry, mathematics or as- 
tronomy before the particular 
theory under study can be put to 
practical use. 

Always, the importance (and, 
in some cases, the rewards) of the 
fields being portrayed should be re- 
flected in the films. 


500 Films Are Needed 

What films are needed? Dr. Kil- 
lian referred to 90 necessary films 
in physics alone. I should guess 
that 500 are in great need in the 
scientific and engineering fields. 

There are enough that each of 
America’s 100 largest corporations 
earning their profits from the fruits 
of science and engineering might 
afford five each over a two-year 
period. Insurance, banking, and 
other corporations may want to 
contribute, which could either 
broaden the base or accelerate the 
program. 

Research would indicate the ex- 
act nature of films needed in the 
various curricula. In addition, how- 
ever, a number of “attitude condi- 
tioning” films are needed. Some 
titles might be: 

How a Scientist Works; The 
Experimental Method; Research 
. .. What is It?; What it Takes to 
Become a Scientist; The Education 
of an Engineer; Opportunities for 
the Technical Worker; Tomorrow's 
Challenges; Great Experiments in 
Science. 

Biographical sketches or inter- 
views with present-day scientists or 
engineers of note are other pos- 
sible film subjects. 

A number of films should be 
made for tv and theatrical release, 
(CONTINUED ON PAGE 59) 





FOR SALE 


Finest color travelogue adven- 
ture action 16mm motion pic- 
tures. 18 countries including 
Russia, Alaska. 
NEIL DOUGLAS 
Box 664 
Meriden, Conn. 
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Precision’s corner 


sound, careful and accurate film processing 
Wotta performer 

Precision is the pace-setter in tilm processing. In 
the past, Precision found techniques to bring the 
best out of black and white or color originals 
In the present, facilities are the profession's very 
best for any of your processing needs 

And, in the future, Precision will, as usual, be 
first again (depend on it) with the newest 


developments to serve you better 
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Win Increases Up to 143 Percent— 


Higher Talent Costs for Television Commercials 
as Screen Actors Guild Negotiates New Contract 


* The negotiating committee of 
the Screen Actors Guild has 
reached agreement with the prin- 
cipal national advertising agencies 
and independent film producers on 
the terms of a new contract cov- 
ering actors, singers and announ- 
cers in tv commercials, John L. 
Dales, national executive secretary 
of the Guild, has announced. 

The agreement is subject only 
to ratification by the Guild mem- 
bership. Rate increases ranging 
as high as 143 per cent are pro- 
vided. The agreement is retro- 
active to March 2 last and runs to 
June 1, 1960. 

Besides Dales, the Guild negoti- 
ating committee included Leon 
Ames, president; George Chand- 
ler, treasurer; Verne Smith, a 
member of the board of directors; 
Chester L. Migden, assistant ex- 
ecutive secretary; and William 
Berger, legal counsel, all from 
Hollywood; Norman Mackaye, 
president of the Guild’s New York 
branch; Tom Shirley, first vice- 
president; and Joseph S. Bell, re- 
cording secretary; Dwight Weist; 
Harold M. Hoffman, New York 
executive secretary; Raymond A 
Jones, Chicago executive secretary. 

Agencies Represented at Talks 

National agencies 
were represented at the negotia- 
tions in New York City by John 
Devine of J. Walter Thompson 
and David Miller of Young & 
Rubicam. 

It is understood that some mem- 
bers of the New York Film Pro- 
ducers Association have not yet 
approved the new contract, but 
the Guild already is signing com- 
mercial producers throughout the 
U.S. to the agreement. 


advertising 


Key Points in New Contract 


Here are some highlights of the 
new contract: 

1. On camera minimum raised 
from $70 to $80 per eight-hour 
day; off camera raised from $45 
to $55 per session; with new re- 
quirement that player be paid 
promptly for each commercial 
made. Under previous “unit pay- 
ment” system, player was paid by 
producer for only one commercial 
per day or session and additional 
commercials were paid for only if 
and when delivered to advertising 
agency. 

2. All use payments on spot com- 
mercials, previously reaching maxi- 
mum when spot was televised in 
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over 20 cities, graduated sharply 
upward. 

Class A usage now limited to 
21 to 60 cities, with on camera 
minimum for each 13-week use 
increased from $140 to $170; new 
Class AA, 61 to 125 cities with 
on camera minimum of $220; new 
Class AAA, over 125 cities, on 
camera minimum $260 


Increases in Off-Camera Rates 

Even larger percentage _ in- 
creases in off camera minimums, 
such as Class B (six to 20 cities) 
raised from $52.50 to $72.50; 
Class A (not over 60 cities) from 
$70 to $105; New Class AA, $150; 
new Class AAA, $170 

3. New York, previously 
“weighted” as seven cities in de- 
termining classification for use 
payments, to be weighted as 11 
cities, with Los Angeles and Chi- 
cago set as seven cities each, any 
two of these three to constitute 
Class A usage, and all three to 
constitute Class AA usage. 

4. Program commercial use 
rates also were substantially in- 
creased and the so-called “cut-off,” 
which set a maximum payment 
for a Class A program commercial, 
was eliminated. 

(CONTINUED ON PAGE 24) 
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Six powerful reasons why new RCA 
“Life-Tested”™ Projectors out-value ‘em all ! 


Design advances like these make headline 


news! RCA “Life-Tested’’ 16mm _ Pro- 


jectors with these important new features 


are upsetting all the old ideas about 
leadership in 16mm equipment. Here’s 


the inside story on how they’re doing it. 
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Maximum Light—First projectors Built-in Lubrication—Sintered Film Protection—Newly designed Easiest, Fastest Threading — Takes 
specially designed for more power- metal parts are oil-impregnated, nylon sprocket shoes and synthetic- less than 30 seconds, along exclusive 
ful 1200-watt lamps. making lubrication unnecessary. sapphire pressure shoe protect film Thread Easy film path. 


at all critical points. 


Seeing and hearing a new 
RCA" Life-Tested 16mm 


Projector is an exciting ex 
perience. And, its easily 
arranged with your RCA 
Audio-Visual Dealer, listed 
in your Classified Directory 





“Rigid endurance standards hove been set for 
RCA “LIFE-TESTED” Projectors. Individuo! 
components as well as finished projectors 


Wear-Resistant Case—Surf green Famed RCA Sound Quality— under '‘Motion Picture Equip STO sunEeIOS 8O contRUSLS SeetNG 10 Oven 
ote the durability and efficiency of all 








fabric case takes more scuffing and Intermatched projector, amplifier ment and Supplies epereting port. “UPE-TESTED” ot BCA 
obrasion, is twice as resistant to and loudspeaker reproduce sound meons better, more reliable performance 
ordinary wear. with life-like realism. from RCA projectors 
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F&B PRO-CINE TRIPOD “202° 
THESE EXCLUSIVE FEATURES 
_ ORIGINALLY DESIGNED BY FRB: 


A. Camera tightening knob 
—Angle gears. 





B. Telescoping, offset pan handle. 
C. Second pan handle position. 
D. Large pan and tilt tension locks. 


E. Large diameter precision 
center shaft. 

F. Precision machined friction 
plate. 

G. Leg brackets firmly bolted 
with leg rest ledge. 

H. Aluminum leg tops. 

1. Single leg locking knobs — 


prevents bending and 
warping. 


J. Superb, seasoned, oil-treated 
hardwood legs. 


PRO-CINE 202 — THE FINEST TRIPOD MONEY CAN BUY! 


F&B PRO-CINE TRIPOD — MODEL 202 


New Low Price: 8 1 2 0 00 


Sold on Free 10-Day Trial Basis; Full Money-Back Refund. 
Friction Head is Guaranteed for Five Years. 


Send now for your FREE F&B EQUIPMENT CATALOG and F&B RENTAL PRICE LIST 
. « » Gives all the information, descriptions and prices you need if renting or purchas- 
ing motion picture equipment. 


FLORMAN & BABB 


68 West 45th Street, New York 36, N. Y. 


Phone: Murray Hill 2-2928 
Cable Address — FLORBABB, N.Y. 





Coming Attractions: Audio-Visuals at the Brussels Fair 
How Sound 5 Jef m Work Tor Bu ne ana Industry ana 
The ‘Inside Storie f Films at Bethlehem Steel and Bel 
eer 5 aiid PPP PPLPLIOP 











NEED A 
TECHNICAL FILM MAN? 


Have you been faced with the 


In Hollywood 


Top-flight production group 


will produce your stage se- choice of trying to make an en- 


quences on sub-contract, to 


gineer into a motion picture 
your script, with full Holly- man or a motion picture man 
wood resources, at controlled into a engineer for your tech- 
fixed fee. For nical films? 
1957 
Golden Reel winners Outside 
That Envelope and The Next 


Modern 


costs plus 
| offer you the combination of 
Bachelor of Elec- 


Engineering from Cor- 


specimen work, screen 
an engineet 
trical 


nell University—and a motion 


Ten (prints from 


Talking Pictures picture man experienced as a 
writer, producer and director 
_ : To of both technical « on-tech- 
PARTHENON PICTURES ae 
2625 Temple St. Hollywood 26 
, William L. Simon 
DUnkirk 5-391 1 1771 Lanier Pl.,N.W. Washington 9, D.C. 





Higher Talent Costs: 
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Under the new agreement, after 
$740 is paid on camera or $565 
is paid off camera within a 13- 
week period, the player continues 
to be paid at the rate of 17'% per 
cent of the individual use rate for 
use of the commercial within the 
13-week period. 

5. Program openings and clos- 
ings: On camera raised from $400 
to $500 for 13 uses in 13 weeks, 
and from $570 to $650 for 13 
uses in 26 weeks; off camera, 
raised from $280 to $400 and 
from $415 to $500. 

6. Dealer commercials: One 
year use, on camera raised from 
$575 to $700 and off camera from 
$295 to $425; six month use, on 
camera, from $295 to $375; off 
camera, from $155 to $250. @& 

a * * 
TS! Announces Lease Plan 
for 16mm Sound Projectors 


* Motion picture projectors for 
16mm sound films now can be 
leased by the month under a new 
plan announced by Technical Serv- 
ice, Inc., Livonia, Michigan, pro- 
jector manufacturer. 

Leasing is available on three 
portable models, offering com- 
bined large screen and built-in 
screen projection, and repetitive 


eal 






~ 
E. H. Lerchen, President 


Technical Service, Inc. 


projection on a built-in screen. 
Renters can convert from leasing 
to purchase, with allowance for 
fees paid. Service charges for in- 
stallation, maintenance and pro- 
jector training are on a “pay for 
what you get” basis. 

The rental-leasing plan is de- 
signed to encourage wider use of 
16mm sound pictures for training, 
education and demonstration, by 
eliminating projector cost as a ma- 
jor consideration, according to E. 
H. Lerchen, TSI president. In 
the new leasing plan, the rental is 
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only a fraction of the purchase 
price, he pointed out. 

Lerchen cited as an example the 
company’s Model M6 Moviema- 
tic projector, a built-in screen 
unit designed for salesmen’s use. 
The Moviematic rents for $84.00 
for one month, with the rental 
dropping to $45.00 at the sixth 
month. Rental periods shorter 
than a month can be arranged. 

Technical Service, Inc. manu- 
facturers projectors for point-of- 
sale and desk-top demonstrations, 
conventions, class-room and audi- 
torium instruction and training. 

* * * 
Packinghouse Workers Use A-V 
to Report Wage Conference 

Come to the Conference, a 20- 
minute documentary utilizing color 
slides and a taped commentary, 
has been circulated by the United 
Packinghouse Workers of America 
to district union organizations. The 
film reports on a national wage 
conference held in Chicago last 
September. 

The audio-visual report features 
delegates as they consider major 
wage questions and depicts UPWA 
officers and Senator Wayne Morse 
and Rev. Martin Luther King, Jr., 
who spoke at the convention. | 

* * x 
Timken Tells Its Story in 
New 32-Minute Color Film 

Even in this era of precision 
mass production, quality roller 
bearings are remarkable for the 
extraordinary accuracy required in 
their manufacture. 

No Trouble At All, (32 min., 
color) produced for The Timken 
Roller Bearing Co., Canton, Ohio, 
by Wilding Picture Productions, 
Inc., outlines the processes in- 
volved in the production and test- 
ing of the roller bearings the com- 
pany makes. 

Conveying a true and interesting 
picture of a segment of American 
industry, the film gets to its sub- 
ject without any tiresome dramatic 
tricks. 

The film is available through 
Modern Talking Pictures Service. 
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YOUR CALENDAR OF 


SMPTE Convention Set for 
April 21-26 in Los Angeles 

© Closed-circuit television equip- 
ment, transmission systems and 
standardization goals will be sub- 
jects covered in one session of the 
83rd Semi-Annual Convention of 
the Society of Motion Picture and 
Television Engineers, to be held 
in Los Angeles, at the Ambassador 
Hotel, April 21-26. 

Other SMPTE sessions will be 
devoted to such current topics as 
“Distribution of TV Programs on 
Film,” “Plastics for the TV and 
Motion Picture Industries” and 
“Video Tape Recorders.” 

An advance schedule of papers 
to be read at the SMPTE Conven- 
tion has been prepared by Program 
Chairman Herbert E. Farmer, di- 
rector of services, Department of 
Cinema, University of Southern 
California, and Topic Chairman 
Boyce Nemec, the executive vice- 
president of the Reevesound Co., 
New York. 

Robert G. Day, General Elec- 
tric Co., Syracuse, New York, will 
speak on the increasing interest in 
technical standards in closed-cir- 
cuit tv and the role the SMPTE 
can play in this standardization— 
in relation to work being done by 
the Electronics Industries Associ- 
ation. 

The cost of wideband transmis- 
sion over long distances has been 
an obstacle to many applications 
of closed-circuit tv. Donald M. 
Krauss, General Electric Co., has 
prepared a survey of several meth- 
ods of generating, transmitting and 
processing narrowband tv signals, 
with emphasis on a system using 
conventional pickup and display 
equipment operating at standard 
scanning rates. 

A new electronic method of 
compressing Cinema-Scope and 
VitaVision picture images making 
it possible for them to be shown 
on standard home tv screens, with- 
out noticeable cropping or distor- 
tion, will be discussed by F. N. 
Gillette, General Precision Labo- 
ratory, Inc., Pleasantville, New 
York. 
control 
features. 

Frank G. Back, Zoomar, Inc., 
New York, will report on the dif- 
ferent characteristics of several 
types of zoom lenses, in respect to 
their advantages and disadvan- 
tages. His talk will be illustrated 
by pictures and diagrams. 

The sensitivities of various cam- 
era tubes, in terms of the illumina- 
tion levels required for both stand- 


console and _ installation 
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ard and non-standard tv scanning 

rates, will be discussed by R. G. 

Neuhauser, Radio Corporation of 

America, Lancaster, Pennsylvania. 
* * ok 


Schedule DAVI Convention for 
April 21-25 in Minneapolis 

* More than 1,500 persons inter- 
ested in the audio-visual field are 
expected to attend the 1958 Na- 
tional Convention of the Depart- 
ment of Audio-Visual Instruction 
of the National Education Asso- 
ciation, to be held April 21-25, in 
the Hotel Leamington in Minne- 
apolis, Minnesota. 

Attending the DAVI Conven- 
tion will be directors of audio- 
visual programs for cities, coun- 
ties and universities; teachers, 
supervisors, principals, superin- 
tendents, and other school buying 
executives; governmental and mili- 
tary a-v specialists; executives of 
professional and trade associa- 
tions; librarians and adult educa- 
tion leaders; religious educators, 
and producers and distributors of 
a-v materials and equipment. 

A three-day exhibit of audio- 
visual materials, products and 
services will be featured at the 
DAVI Convention. Held in the 
new Hall of States on the Hotel 
Leamington’s lobby floor, the ex- 
hibit will be open from 11:00 a.m. 
to 6:00 p.m. on April 22, 23, and 
24. 

Services to exhibitors include 
an exhibit guide, distributed to 
convention registrants, which calls 
attention to the exhibit’s impor- 
tance and lists the exhibitors and 
the products shown. Exhibitors 
also will be listed in a convention 
program and they will be given 
the names and addresses of all who 
register at the convention. 

Details of how business organi- 
zations can participate in the con- 
vention may be obtained from: 
The Department of Audio-Visual 
Instruction, National Education 
Association, 1201 16th Street, 
N. W., Washington 6, D.C. & 

* * * 

Institute for A-V Selling 
Scheduled for July 20-24 

ve The Tenth Anniversary National 
Institute for Audio-Visual Selling 
will meet on the Indiana Univer- 
sity campus in Bloomington, July 
20-24, just prior to the National 


Audio-Visual Convention in Chi- 
cago. 
Special features of the four 


standard Institute courses this year 
will include the use of role-playing; 
(CONTINUED ON PAGE 26) 
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(CONTINUED FROM PAGE 25) 
a new approach to sales demon- 
strations of equipment; and further 
development of the use of expert 
consultants in specialized areas of 
the Salesmanship, Sales and Busi- 
ness Management and Applied 
Selling courses. A fourth course, 
Preparation and Use of Audio- 
Visual Materials, features practical, 
low cost methods of local prepara- 
tion and will be summarized with 
a review of applications to major 
markets. 

Course content changes and 
plans for facilities, demonstrations, 
equipment, personnel and recrea- 
tion have been completed by the 
Institute’s board of governors. 
Frank E. Creasy of W. A. Yoder 
Co., Richmond, Va., is chairman 
of the Institute board of governors, 
with Al Hunecke, DuKane Corp., 
St. Charles, Ill., as vice-chairman. 
Dr. K. C. Rugg, associate director 
of the Audio-Visual Center at In- 
diana University, is assisting in 
plans and administration. ye 

* * * 
2,500 Expected at NAVA 
Convention on July 26-29 

Up-to-the-minute communica- 
tions ideas and resources will be 
massed for the benefit of educa- 
tion, business and industry, the 
church field, science and medi- 
cine at the annual National Audio- 
Visual Convention and Exhibit, 
to be held in Chicago, July 26- 
29. 

An estimated 2,500 audio-vis- 
ual practitioners and a-v materi- 
als and equipment manufacturers 
will convene in meetings and at 
exhibits in Chicago’s Morrison 
Hotel. 

It is expected that more new 
audio-visual products and develop- 
ments will be displayed at this 
year’s NAVA convention than 
for any NAVA exhibition held in 
the past five years. Nearly $1.5 
million in equipment, products and 
materials will occupy the mezza- 
nine and first floors of the Morri- 
son Hotel, convention headquar- 
ters. Over 100 a-v producers and 
manufacturers, including a num- 
ber of new entrants in the field, 
will be featured in some 160 ex- 
hibits. 

Concurrent sessions are being 
planned by six audio-visual or- 
ganizations and the National 
Audio-Visual Association, chief 
sponsor of the convention. Speak- 
ers in many phases of a-v activity, 
workshops, seminars, discussion 
groups and film previews are be- 
ing scheduled for the event. 





“The Hunters” Top Winner 
in N.Y. College Competition 
vx City College of New York’s 
Robert J. Flaherty Award for 
1957 “for outstanding creative 
achievement in the documentary 
film” has been given to The 
Hunters, it is announced by Yael 
Woll, director of the City College 
Institute of Film Techniques, 
sponsor of the annual competition. 

The Hunters is a study of the 
primitive culture of the Bushmen 
of South Africa. Produced for 
the Peabody Museum of Harvard 
University, the film was shot in 
color in the Kalahari Desert. The 
award will go to writer-photogra- 
pher John Marshall and Robert 
Gardner, who collaborated in di- 
recting the film. 

A special award was given to 
The Earth is Born, produced for 
Transfilm-Geesink by Walter Low- 
endahl. This color film portrays 
the formation of the earth, as it 
might have appeared to an on- 
looker, from its beginning in gas- 
eous matter to its solidification. 

The award will go to Mr. Low- 
endahl, president of Transfilm, 
and Zachary Schwartz, who dir- 
ected the film. 

Honorable mentions went to 
City of Gold, produced by Tom 
Daly, and Overture, written and 
directed by Jean Louis Polidoro 
for the United Nations Film Ser- 
vice, and filmed by U.N. camera- 
men. City of Gold is a nostalgic 
film visit to Dawson, Alaska. 
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SMPTE Video-Film Course 
Being Offered by UCLA 


ve A course in “Film and Video 
in Television” is being sponsored 
at the University of California, 
Los Angeles, by the Society of 
Motion Picture and Television En- 
gineers in cooperation with the 
UCLA Engineering Extension. 
Initiated on February 26, sessions 
are slated to run for 17 weeks. 
The new course was developed 
to aid television personnel who are 
responsible for the handling and 
maintenance of film and for pro- 
cedural techniques in the use of 
films in tv stations. Aspects of 
film use and care will be discussed 
by experts from the motion pic- 
ture and television industries. 


Westfall Coordinates Course 


Sponsorship of the course is 
being effected by a subcommittee 
appointed by the SMPTE’s Edu- 
cation Committee. The subcom- 
mittee is headed by Edward E. 
Benham, chief engineer of station 
KTTV, Los Angeles. Coordinat- 
ing the course is Ralph Westfall, 
motion picture engineer, West 
Coast Division, Motion Picture 
Film Distribution, Eastman Kodak 
Company. 

The Society’s Education Com- 
mittee, under the chairmanship 
of John G. Frayne, engineering 
manager, Westrex Corporation, 
Hollywood, consists of subcom- 
mittees on the west and east coasts 
for the training of sound techni- 
cians and laboratory technicians 
and the development of university 
and technical school curricula. 

TV Photography First Subject 

The course’s opening lecture, 
“Introduction and Practical As- 
pects of Photography for Televi- 
sion,” was given by Benham. Other 
lectures include: “Principles of 
Film Manufacture,” “Dimensional 
Problems in Film Usage,” “Film 
Product Identification and Nomen- 
clature,” “Principles of Film Man- 
ufacture,” and “Important Ele- 
ments in Film Care,” all given by 
Westfall. 

William E. Gephart, vice-presi- 
dent, General Film Laboratories, 
will lecture on “Laboratory Chemi- 
cal and Physical Control Methods” 
and “Photographic Requirements 
for Films in Television”; Robert 
G. Hufford, physicist, West Coast 
Division, MPFD, Eastman Kodak, 
will discuss “Film Projection 
Equipment — Intermittent and 
Continuous TV Projectors.” 

Ralph E. Lovell, head of Kin- 
escope Recording, National Broad- 
(CONTINUED ON PAGE 28) 
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New ideas in teaching and training too 


... crafted by Bell & Howell, the recognized leader in audio-visual equipment. 
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Here are only samples of the broad line that includes: New Electric Eye 


Cameras ... Time and Motion Cameras... Slide and Movie Projectors... high 


fidelity Tape Recorders . . . all with Bell & Howell’s famed engineering quality. 


All are sold and serviced by the nation’s most experienced A-V dealers. 
































Spool Load Electric Eye Camera 
—automatic exposure control. Lets 
everyone shoot expertly. 240EE. 





Automatic Slide Projector— Changes 
slides automatically or by remote con- 
trol. Easiest to use. Robomatic. 














4-Speaker Tape Recorder—high fidel 


ity for music appreciation. Unique sound 


system, simple operation. 300L. 








Deluxe Portable Tape Recorder—su 
perior 2-speaker model, versatile and 
compact, newest control features. 775. 














World’s most popular sound pro- 
jector —theater quality pictures and 
sound, proven dependability. Magnetic 
recording model also available.385CR. 
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Brilliant Multipurpose Projector 
— shows both slides and filmstrips. 500 
watt and 750 watt models. 724A, 























Heavy Duty Sound Projector—meets 
all projection situations, conference 
rooms to auditoriums. 16mm. 614CB. 


) 


Ask your Bell & Howell A-V dealer for a demonstration of these 
and other products in the broad, quality line he carries. For full 
descriptions and prices, call him today, or write Bell & Howell, 
7108 McCormick Road, Chicago, Illinois. 


> Bell « Howell 


FINER PRODUCTS THROUGH IMAGINATION 
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When you produce your next slide film, 


ramember. se VICTOR SOUND 


makes the picture complete! 


RCA Victor Custom Recording covers more ground faster 

than any other service of its kind. Our engineers’ superior skill, 
reinforced by years of experience and the most up-to-date tech- 
niques and equipment, makes RCA Victor the constant leader 


in the field 


RCA Victor also supplies the most extensive library of musical 
selections for slide films — at no extra cost. First quality record- 
ing, careful handling, and fast delivery go hand-in-hand with 


every order 


Have RCA Victor Custom Record Sales provide you with its 





famous “one-stop” service — recording, editing, pressing, and 


shipping — for greater quality, economy, and results! 


RCA VICTOR CUSTOM RECORD SALES «td 


New York 10, 155 Eaat 24th St. MUrray Hill 9-7200 
Chicago 11, 445 N. Lake Shore Drive WHitehall 54-3215 
Hollywood 28, 1016 N. Sycamore Ave. OLdfield 4-1660 
Nashville 3, 1525 McGavock St. ALpine 5-6691 
In Canada, call Record Department, RCA Victor Company, Ltd., 1001 
Lenoir St., Montreal, Quebec. For information concerning other foreign 
countries, write or phone RCA International Division, 30 Rockefeller Plaza, 
New York 20, N. Y.—JU 6-3800. 
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SMPTE Video-Film Course 
(CONTINUED FROM PAGE 27) 
casting Company, will lecture on 
“Video Recording—Film and 
Tape” and “Elements of Televi- 
sion Engineering.” Theodore B. 
Grenier, chief engineer, Western 
Division, American Broadcasting 
Company, will lecture on “Tele- 
vision Film Pickup Systems.” 
Charles Van Enger, Jr., film edi- 
tor, Review Productions, and 
Frank G. Ralston, director of the 
Network Film Dept., ABC, will 
discourse on “TV Film Editing.” 


Representatives from various 
film distributing companies will 
lecture on “TV Film _ Distribu- 


tion.” A final session will feature 
a general review of all lectures by 
the respective instructors. Nor- 
wood L. Simmons, member of the 
West Coast Subcommittee on Edu- 
cation of Laboratory Technicians, 
will moderate this session and lec- 
ture on “Methods of Color Pho- 
tography.” 

The sessions will be held at the 
Eastman Kodak Company, Santa 
Monica Blvd., Hollywood. The 
fee for the course is $30.00. & 

* & a 
Dynamic Films Opens New 
Executive and Sales Offices 

Dynamic Films, Inc. has opened 
new executive and sales offices at 
405 Park Avenue, New York. 
Production facilities at 112 West 
89th Street have been expanded. 

oo * * 
Gold Medal Studios Elected 
to N.Y. Film Producers Assn. 

The Film Producers Associa- 
tion of New York has elected 
Gold Medal Studios, Martin Poll, 
president, to membership. 

Recently Gold Medal acquired 
a new Mitchell rear-screen pro- 
jection device, one of only three 
in the East, that permits extensive 
scenic effects. It is available to 
all film producers on a rental basis. 
The company has augmented its 
main film stages with two new 
stages on its Biograph Studios lot, 
another at the DuMont Tele- 
center in midtown Manhattan, 
and a “western” stage at the 
Cimarron Ranch just outside N. Y. 

ee 2 
U.S. Exports of Still Projectors 
Show Gain During 1957 

Exports of still picture projec- 
tors increased by more than 12,000 
units in 1957, according to the 
Business and Defense Services Ad- 
ministration of the U. S. Depart- 
ment of Commerce. 

Shipments of this type equip- 
ment totaled 54,210 units valued 
at $2,108,978 in 1957, as com- 
pared with 42,003 units valued at 
$1,697,229 in 1956. We 
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RIGHT UF the REEL 


Labor Takes An Active Role in Use of the Film Medium 


2 ag LaBor UNIONS are setting 
a fast pace for management 
with a sizeable number of im- 
portant new public relations films. 
One which won't win any com- 
pany plaudits in Detroit, at least, 
is the United Auto Worker’s Pros- 
perity for All. UAW president 
Walter Reuther explains in detail 
what the union’s bargaining de- 
mands are in coming negotiations 
with auto, aircraft and agricultural 
implement companies. 

The International Brotherhood 
of Electrical Workers will release 
its new film Operation Brother- 
hood — the IBEW Story next 
month. Picture tells the history 
of the union. Last February, the 
United Steelworkers of America 
premiered its 68-minute film Bur- 
den of Truth and there’s a new 
Packinghouse Workers’ picture. 

The labor organizations are get- 
ting these pictures shown, not only 
to their own members but among 
influence leaders throughout the 
country as well as to school chil- 
dren. It is a sad commentary that 
management has lapsed into com- 
parative silence, filmwise, at this 
decisive hour of economic stress. 

“ oR aS 
Freedoms Foundation Award 
to “The Battle for Liberty” 

Sharing honors with American 
Engineer which was awarded the 
encased George Washington 
Honor Medal by the Freedoms 
Foundation in February was 
another important film contribu- 
tion from The Jam Handy Organi- 
zation. Also accorded highest hon- 
ors was the sound slidefilm series 
The Battle for Liberty, which de- 
tails the principles and patterns of 
Communism. 

This hard-hitting presentation of 
basic facts about totalitarian Com- 
munism is now being made avail- 
able to schools and groups. Lae 


This hard-hitting series of sound 


slidefilms on Communism won 


Freedoms Award honors. 
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“Disaster and You” Depicts 
Red Cross ‘55 Flood Work 

Disaster and You, a 30-minute 
film depicting the work of the 
American Red Cross disaster units 
in alleviating distress caused by the 
New England floods of 1955, was 
premiered by national, state, and 
local Red Cross officials recently 
in Torrington, Conn. Much of the 
footage in the film was made in 
Torrington. 

Also at the premiere were Gov. 
Abe Ribicoff of Connecticut, U.S. 
Senators Prescott Bush and Wil- 
liam A. Purtell, and representatives 
of the federal government. 

Produced by Wilding Picture 
Productions, the film was made 
through a grant from Radio Cor- 
poration of America through its 
chairman Brig. Gen. David Sar- 
noff. 

Purpose of the picture, accord- 
ing to a high Red Cross official, is 
to “help people better to under- 
stand the nature and scope of Red 
Cross disaster operations.” 

On the day following the pre- 
miere, the film was shown every 
hour to residents of Torrington, 
many of whom were personally in- 
volved in both the disaster and the 
work of the Red Cross. Clips of 
the film also were shown on Dave 
Garroway’s Today tv show. 

Distribution of the fiim through 
Red Cross units is being planned. 


He o ok 


Warren R. Smith, Inc., Now 
in New Pittsburgh Studios 

The new film studios of War- 
ren R. Smith, Inc., Pittsburgh. 
were dedicated recently in cere- 
monies presided over by Mayor 
David L. Lawrence. Now cen- 
tralized in an entire building at 
210 Semple Street in Oakland, 
the new location affords 12,500 
square feet of studio, laboratory 
and production space. 

Attending the “studio warming” 
were representatives of tv and 
radio stations, newspapers, public 
relations and advertising agencies, 
educational institutions, business 
and industrial organizations, and 
civic groups. 

Besides producing films for in- 
dustry, education and television, 
the Smith laboratories also have 
been a major processor of film 
for tv stations, industrial firms, ad- 
vertising agencies, and educational 
institutions. ig 





PICTURES THAT MADE NEWS THIS MONTH 





HONORED GUESTS at recent Washington D.C. premiere of “Rubber From 
Oil” (see page 30) were (I. to r.) U. S. Commissioner of Paients Rob- 


ert C. Watson; Secretary of Commerce Sinclair Weeks; A. D 
butyl pioneer; W. J. Sparks, co-inventor of butyl; W. C. 


Green, 
A shur Vy, | ‘so 


Research Vice President and host; and U. §. Senator Alexander Wiley 


A Driver's EYE 


Exhibition will see in “An American Highway Experience,” 
by General Motors for showing there. 


View of the U.S. is what audiences at the Brussels 


pre ric ed 
Using an Arriflex 35mm camera 


with a Mitchell finder, hood-mounted on a special platform, Jo Hudyma 
, G. M. Photographic cameraman, and director-cameraman Don 
Norburn shot scenes from New England to Florida. 


(above) 





PITTSBURGH'S Mayor David L. Lawrence (right) helped to dedicate the 
new Warren R. Smith, Inc. Studios in that city last month. His host 
president Warren Smith, demonstrates company’s Tele-Cam equipment 
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Flare-light dramatizes a night view of the extraction section of an Esso butyl plant. 


Evolution of Man-Made Rubher 


Esso's Film "Rubber From Oil’ an Imaginative Treatment of Technical Subject 


HE INTERPRETATION OF SCIENCE and 
poe ee to the general, non-technical 
public is one of the greatest challenges and 
opportunities to sponsors and producers of 
business films. The challenges, although great 
in every industry, are especially exacting in 
the petroleum and chemical industries. Film 
producers and sponsors have long wept bitte: 
tears about the sameness of tanks, towers and 
reactors. 

So when the Esso Research and Engineering 
Company decided with Nat Campus, president 
of Campus Film Productions, that the com- 
pany’s next public relations film should be on 
butyl synthetic rubber, there was unanimous 
agreement that towers and reactors should be 
deemphasized in favor of a more imaginative 
approach 


Recognize Story’s Dramatic Qualities 
To begin with, there was agreement that 
the butyl story than 
inherent 
For example, in contrast to most 
new developments where it is often difficult— 


—more most industrial 


stories—had certain dramatic ad- 


vantages. 


if not impossible—to single out the scientists 
who contributed most, butyl had been invented 
by two company chemists, Drs. W. J. Sparks 
and R. M. Thomas. 

After a crash program of development, butyl 
had helped the allies win World War II by 
supplying inner tubes and other military equip- 
ment; and because of its many special proper- 
ties, butyl is being 
almost every day. 

So this man-made rubber offered the oppor 
tunity to interpret industrial research, chemistry 


used in new products 





and chemical engineering to the general 
public—and especially to the young people 
30 


who, with the proper motivation, might be- 
come tomorrow's chemists. 

In addition, butyl was, in line with the 
company’s overall public relations objectives, 
a good example of how large-scale industrial 
research contributes to the nation’s defenses 
and results in improved products for living. 


Accent on Realism and Authenticity 

From the beginning, both Campus and the 
company insisted on realism and authenticity. 
It was agreed that the film would cover the 
problems and failures as well as the successes. 
Too many films, they agreed, make science 
Al- 
though an occasional lab assistant might be 
permitted to wear a white coat for aesthetic 
most of 


and engineering seem routine and dull. 


reasons, the scientists would be in 
shirt sleeves and the more practical lab aprons. 

Where pilot plants had been torn down, a 
careful search was made for contemporary 
duplicates. The goal was an interesting and 
exciting film that would be understandable to 
laymen and credible for the scientists. Al- 
though singleness of purpose is no doubt a 
virtue in film production, it is the opinion of 
both the company and the producer that the 
two-edged standard, in this case, resulted in 
a better film for all audiences. 

As the central scientific and technical organ- 
ization for the Standard Oil Company (New 
Jersey), Esso Research is primarily interested 
in producing films which can be used as widely 
as possible by affiliates operating in more than 
60 nations. As a matter of fact, once a film 
such as Rubber From Oil is produced, Esso 
Research prefers to turn all distribution, even 
U.S., over to affiliates. 

[wo previous Campus productions, Flowing 








Solids and Leadership Through Research have 
proved that this formula works. For example, 
Leadership Through Research was retired in 
1954 only after it had reached over four million 
people in the U.S., Latin America and Europe 
at an average cost of about two mills per 
person. 

Because of the large potential for foreign 
language distribution, the company has found 
it best to avoid live sound so there will be 
no lip-sync problem in translation. By the 
same token, use of English placards or titles 
in the body of the film must also be avoided. 
Naturally this imposes a few limitations; how- 
ever, in the case of Rubber From Oil, the 
narrative style (CBS’s Bob Hite serves as 
narrator) proved to be most effective. 


Most “Actors” From the Company Ranks 
Because butyl was invented more than 20 
years ago, a decision was made to find actors 
to play the roles of the co-inventors. Although 
the inventors are not widely known outside 
industry circles, it was still felt that the actors 
should be selected, in part, for their resem- 
blance to the inventors. The other personnel 
appearing in the film were recruited from com- 
pany ranks and responded with natural be- 
lievability to Director Don Haldane’s coaching. 
After the usual rounds of rewriting, the 
script by Alvin Boretz emerged with a story 
line which traces butyl from its invention (the 
first batch was actually turned out in a home 
washing machine) on a Saturday in July, 1937, 
through its successful vulcanization and im- 
provement, war-time process development and 
product research. Three animation sequences 
explain the chemistry of the development. 
Because it was difficult to compress the 
story of 20 years of research into less than 
thirty minutes, a decision was made to make 
a somewhat longer film. After editing, the 
film runs 31 minutes; however, a 2714 minute, 
b/w version is under consideration for tv. 


Man-made rubber as it leaves extrusion presses 
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PROCEDURES FOR COPYRIGHT 


of Motion Pictures and Filmstrips 


by Evelyn Dunne, U. S. Copyright Office 


N 1894, THE First CLAIM to copyright in a 
motion picture was registered. The film was 
the famous Edison Kinetoscopic Record of a 
Sneeze popularly known in film circles as Fred 
Ott’'s Sneeze, with a running time of two and a 
half minutes. Since then the Copyright Office 
has registered claims in over 90,000 films; in 
the first six months of 1957, 2105 claims in 
new films were registered, as well as 507 re- 
newals of previously registered claims. 

This summary describes briefly the require- 
ments for copyright registration of motion pic- 
tures and filmstrips, and gives the basic infor- 
mation on application forms, return agree- 
ments for films deposited, and the film cata- 
logs published by the Copyright Office. 





COPYRIGHT CLASSIFICATION 
OF SUBMITTED FILMS 











ve In the early days there was no statutory 
classification system. The different types of 
material submitted for copyright were distin- 
guished only by a descriptive word or phrase 
after the title of a work: “book,” “musical 
composition,” “photograph,” etc. 

In the absence of specific mention of “mo- 
tion pictures” in the law, the term photograph 
seemed most nearly applicable for purposes of 
entry, but the physical nature of the items de- 
posited ranged from paper prints and repre- 
sentative stills to complete motion pictures on 
35mm positive photographic paper rolls. 

A classification section was eventually pro- 
vided in the Act of March 4, 1909, and on Au- 
gust 24, 1912, two additional classes were es- 
tablished for motion picture registrations: 
Class L for photoplays, and Class M for mo- 
tion pictures other than photoplays. Presently, 
Class M includes training and promotional 
films, documentaries, and filmed television pro- 
grams having no plot. Filmstrips and slide 
films, as well as still photographic prints, are 
registered in Class J, photographs. 





REGISTRATION OF COPYRIGHT 
CLAIMS IN FILMS 











Application Forms 


vy Presumably much of the material in which 
the readers of BUSINESS SCREEN are interested 
belongs appropriately in Class M, although any 
dramatic film, regardless of its use, would be 
considered Class L material. The same form, 
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Form L-M, is filed for both classes, but it is 
essential that in each application filed it be in- 
dicated whether the work for which registra- 
tion is sought is a photoplay, Class L, or a mo- 
tion picture other than a photoplay, Class M. 

The latest forms, Form L-M, and Form J 
which is suitable for filmstrips, may be ob- 
tained without charge from the Register of 
Copyrights, Library of Congress, Washington 
25, D. C. All applicable items in forms sub- 
mitted must be filled in to secure registration 
of a claim; incomplete applications are not ac- 
ceptable. 


Besides a statement as to whether or not 
the work deposited is a photoplay, the infor- 
mation required includes the complete name 
and address of the claimant or claimants; the 
title of the work, that is, the title of the film or 
filmstrip; and the name and citizenship of the 
author of the film. Where a work is made for 
hire, the employer is considered the author, 
and citizenship of an organization formed 
under United States federal law or the law of 
one of the states should be stated as “U.S.A.” 


If the work seeking registration has been 
published; i.e., if copies have been placed on 
sale, sold or publicly distributed, the date and 
place (country) of publication must be stated 
on the application. If the film is based on or 
correlated with a previously published work, 
this should be indicated and a brief statement 
made, describing the new work of authorship 
in which copyright is claimed. 

The Notice of Copyright Prescribed by Law 
ve Copyright in a published work is secured 
according to the statute, Title 17 of the United 
States Code, Section 10, by the very act of 
publication, provided all the copies bear the 
prescribed notice of copyright at the time of 
first publication. The Copyright Office regis- 
ters a claim after copyright has thus been se- 
cured by publication. The registration is, how- 
ever, a condition precedent to any suit for 
infringement of copyright. 


Publication generally means the sale, plac- 
ing on sale or public distribution of copies. In 
the case of a motion picture, it may also in- 
clude distribution to film exchanges, film dis- 
tributors, exhibitors or broadcasters under a 
lease or similar arrangement. 


The notice of copyright should consist of 
the word “Copyright,” the abbreviation 
“Copr.,” or the symbol “©,” accompanied by 


the name of the copyright owner and the year 
date of publication; for instance, “© Indiana 
University, 1958.” The notice should be 
easily legible, and should appear on the film 
itself, preferably on or near the title frame. 

Use of the symbol “©” together with the name 
of the copyright owner and the year date may 
result in copyright being secured in some coun- 
tries outside the United States which are mem- 
bers of the Universal Copyright Convention. 
For information regarding the protection in 
other countries of works by United States citi- 
zens, an informative circular may be obtained 
from the Copyright Office (Circular 37). 

Once a work is published with notice, there 
is a legal obligation to register a claim. Under 
the copyright statute, claims may also be regis- 
tered in unpublished works, i.e., those not re- 
produced in copies for sale or public distribu- 
tion. 


Deposit Requirements 


vr In the case of an unpublished film, the fol- 

lowing should be deposited in the Copyright 

Office : 

1. the title of the motion picture (shown in 

the application) ; 

. a description, which may consist of a syn- 
opsis, press book, continuity or other 
identifying matter; 

3. a print taken from each scene or act if 

the film is a photoplay, or not less than 

2 prints from different sections of the 

work, if it is a motion picture other than 
a photoplay; 

4. an application Form L-M, duly com- 

pleted; and 

5. a fee of $4.00. 

The requirements for registration of a claim 
in a published work are the same with regard 
to items 2, 4 and 5 above; a description, ap- 
plication and fee must be deposited. However, 
instead of the separate prints, (item 3 above), 
two complete copies of the best edition of the 
motion picture then published should be sent 
to the Register of Copyrights promptly after 
publication. 

If a registered, unpublished work is later 
reproduced in copies and published, it is neces- 
sary to make a second registration, in accord- 
ance with the requirements outlined above for 
a published work, including the placing of the 
statutory notice containing the correct year 
date on all copies of the film before publication, 
and the deposit of two complete copies of the 
work, together with a new Form L-M, descrip- 
tion and $4.00 fee. 

To register a claim in a filmstrip, Form J 
is filed. If the filmstrip has been published, two 
complete copies of the work must be deposited; 
if it has not been published, one. A $4.00 fee 
is also required. 

Registrations are more rapidly completed if 
all the requisite elements—copies, application, 
fee and description—are sent to the Copyright 


Nm 
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Office at the same time. Upon completion of 
the registration of a work, the certificate (page 
3 of the application form), bearing the seal 
of the Copyright Office, is returned to the appli- 
cant. Such a certificate will be admitted by any 
court as prima facie evidence of the facts 
stated therein. 





RIGHTS SECURED BY 
COPYRIGHT OWNERS 











Copyright in unpublished works is secured 
by compliance with the statutory requirements 
for deposit; copyright is secured in published 
works by the publication of the work with the 
prescribed copyright notice. 

The original term of copyright in a published 
work lasts for 28 years from the date of publi- 
cation; in the case of a work originally reg- 
istered in unpublished form, the copyright term 
lasts for 28 years from the date of registration 
in the Copyright Office. In either case, the 
copyright may be renewed for a second 28- 
year term, but only if an acceptable renewal 
application and $2.00 fee are filed within the 
last (28th) year of the original copyright term. 

Form R is used for renewals, and, like the 
other forms, is available without charge. Page 
4 of this form contains detailed information 
about renewal requirements. 

It is not possible to obtain a “blanket” copy- 
right; copyright is secured only in the particular 
work in which the claim is registered. Copy- 
right, if secured in a given film, does not apply 
to future or past films in a series, nor to the 
series as a whole. The general idea, outline or 
title of a motion picture or other work cannot 
be copyrighted, nor can the characters or situa- 
tions portrayed. 

The Copyright Office is not empowered to 
register claims in unpublished scenamos or syn- 
opsis except where they approximate complete 
shooting scripts. Films accompanied by sound 
recordings are accepted as deposits, although 
claims are not registered in sound tracks alone 
or in phonograph recordings. 





PROCESSING BY COPYRIGHT 
OFFICE--LIBRARY OF CONGRESS 











Agreements for Return of Copies 


The deposit copies (i.e., reels) of a published 
motion picture are subject to retention by the 
Copyright Office. However, a special, prepared 
contract may be signed with the Librarian of 
Congress for the return of copies immediately 
following registration. 

If no contract with a particular remitter 
exists, upon the receipt of deposit copies, a 
letter is written to him, explaining that an 


Film Copyright: 


agreement for the return of copies is available, 
and enclosing copies of the form of agreement. 
The copies of the film are held by the Copy- 
right Office, pending a reply. 

An agreement, once approved, applies to all 
motion pictures the claimant may deposit. The 
agreement must be between the Librarian of 
Congress and the copyright claimant, and the 
claimant must sign the agreement. Deposited 
films are returned to the claimant, Railway 
Express collect, at the address given in the 
application. 

According to law, any motion picture de- 
posited may be selected by the Librarian for 
the collections of the Library of Congress. 
Therefore, claimants agree to keep available, 
for a period of two years, one copy of each 
motion picture so deposited. Unless the Librar- 
ian requests a copy within the specified period, 
he is deemed to have relinquished the right to 
demand a copy. 

If no such agreement is concluded, the copies 
of motion pictures deposited for copyright are 
transferred to the Library of Congress for dis- 
posal. 


Examination @ Cataloging of Films 
by Copyright Office 


The copies of motion pictures deposited for 
copyright registration are examined by means 
of a special projector for validity of the copy- 
right notice—inclusion of all required elements, 
legibility and position—for completeness of 
copies dnd for data for cataloging. The films 
are not examined for originality or monetary 
value. 

A data sheet is made by the examiner and 
forwarded with the application to the Catalog- 
ing Division of the Copyright Office, where 
semi-annual and cumulative catalogs are pre- 
pared for publication, as well as the cards 
which constitute the Copyright Card Catalog 
maintained in the Copyright Office. 


Film Catalogs Issued Semi-Annually 

Semi-annual catalogs of motion pictures and 
filmstrips registered are published by the Copy- 
right Office. They constitute Parts 12-13 of 
the “Catalog of Copyright Entries.” In 1957, 
3204 motion pictures and 513 filmstrips were 
registered and catalogued. 

These catalogs may be obtained for $1.00 a 
year, payable in advance, from the Register of 
Copyrights. The latest volume is “Motion Pic- 
tures and Filmstrips January-June 1957.” Or- 
ders may also be placed for subscriptions for 
one or more years. 

Arrangement of the catalog is by title. Each 
work is described in a main entry which in- 
cludes information pertinent to the copyright 
claim, and references lead to associated titles. 
Renewals are in a separate section. There is 
also a name index in each volume, containing 


the names of claimants, producing and releasing 
companies, sponsors and authors given in the 
main entries. 


How Film Entries are Cataloged 

The main entry for each work currently 
registered contains the following items, if ap- 
plicable and available: 

1. tithe (any variants, and the descriptive 
word “filmstrip” if applicable ) ; 

2. production statement; 

3. physical description, including running 
time or number of reels, silent or sound film, 
color or black and white, width of film; 

4. series statement (if applicable) ; 

5. author and title of any published work on 
which the film may be based (if information 
appears on application or copy); 

6. names given in the application which do 
not appear elsewhere in the entry; 

7. name of the employer in the case of a 
work made for hire, and of the employees when 
given in the application; 

8. information in application relating to reg- 
istration of an earlier version of work; 

9. in the case of new versions, brief state- 
ment of the new matter in which copyright is 
claimed; 

10. copyright symbol “©”; 

11. name of the copyright claimant; 

12. in the case of published works, date of 
publication given in the application; in the case 
of unpublished works, date of receipt in the 
Copyright Office of the last of the items re- 
quired to complete registration; 

13. registration number. 

Here are some typical entries: 


(Filmstrip) Chevrolet Motor Division. 
Made by Jam Handy Organization. 73 
fr., b&w, 35mm. 

©Chevrolet Motor Division, General Mo- 
tors Corp.; 23Mar57; JU8826. 


MAKE YOUR HOME SAFE. Young Amer- 
ica Films. 11 min., sd. b&w, 16 mm. With 
teacher’s guide. 
©Young America Films, Inc.; 10May57; 
MP8161. 


The Copyright Office has also published three 
cumulative catalogs of motion picture entries: 

Motion Pictures 1894-1912, identified from 
the records of the United States Copyright 
Office by Howard Lamarr Walls. 1953. 92 p. 
Buckram, $2.00. 

Motion Pictures 1912-1939, a cumulative 
catalog listing works registered in the Copy- 
right Office between August 24, 1912 and 
December 31, 1939. Copyright Office Cumula- 
tive Series. 1953. 1,256 p. Buckram, $18.00. 

Motion Pictures 1940-1949, a cumulative 
catalog listing works registered in the Copy- 
right Office between January 1, 1940 and 
December 31, 1949. Copyright Office Cumula- 
tive Series. 1953. 598 p. Buckram, $10.00. 

Orders are taken for these three volumes, 
which together list 80,000 motion pictures. 9 
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Large stages offer our clients many benefits. Here for 
example is an exhibition hall 75 feet wide and 175 feet 
long. It was erected on stage for an important scene for 
the 1958 John Deere sales presentation. Without it the 
presentation would have lost much of its dramatic impact. 
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FEATURE-LENGTH MOTION PICTURE WITH ORIGINAL STORY 
AND MUSIC HIGHLIGHTS THE 1958 DEERE DAYS PROGRAM 
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Providing something new and different to entertain 
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the host of farm families that gather each year for the 





Deere Days programs is a difficult task. For more 





than twenty years we have successfully filled that 
assignment and the 1958 picture is no exception. Six 
weeks in production in Arizona and on stage (see 
illustrations) , this fast-moving musical comedy titled 


“Ace Ranchero,” will highlight the Deere Days with 





sheer fun and entertainment. Except for the cast of 


110 television, screen and musical comedy stars, all 


personnel involved were regular Wilding employees. 





TOP-QUALITY PRODUCTS AND SERVICE FOR THE 
= = DOLLARS INVESTED IS A WILDING GUARANTEE! 


Fletcher D. Richards advertising agency teamed with Wilding 
to produce a series of twenty-six half-hour television shows for 
AMF—American Machine Foundry—leading manufacturer of 
bowling alley pin-setting equipment. Starring championship keg- 
lers the series is now entertaining millions of people coast-to-coast. 
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New Bufferin television commercials made 
through Young and Rubicam feature nation- 
ally known “Breakfast Clubber” Don McNeil. 


A series of product television commercials for 
Leo Burnett and their client Chas. Pfizer & 
Company were produced on Terramycin. 





The “Academy of Lighting Arts” is a sales training pro- 
gram developed for the Large Lamp Department of General 
Electric to train people to sell “Light for Living.” An intense 
field study was conducted to appraise the methods by which 
the merchandise of lighting is sold and to probe for opportuni- 
ties to improve selling methods. Out of the study was gen- 
erated a broad program consisting of ten carefully planned 
clinics designed to bring lighting knowledge and selling tech- 
niques to people who influence the sale of lamps and fixtures 
and generally better lighting in communities. Visual ele- 


ments in the program include two important motion pictures. 


“Academy of Lighting Arts” 


A PROGRAM DESIGNED TO HELP SALES PEOPLE BECOME LIGHTING SPECIALISTS 


One film illustrates the sales potential for residential light- 
ing and some of the ways to get better lighting into homes in a 
community. The other film illustrates selling methods that 
work on a showroom floor. Colorful slidefilms mechanize 
the teaching of functional and decorative lighting techniques 
and lighting for special tasks. The program also includes 
carefully planned meetings, open forums, live demonstra- 
tions, outside reading, lighting projects and quizzes. The 
result of the program will be the graduation of a large 
number of “Certified Lighting Consultants,” people quali- 


fied to help home owners make intelligent lighting selections. 











JOHN DALY NARRATES 
“THE ROAD AHEAD 


In this scene from one of the movies, Daly 
illustrates the importance of all allies in the 
electrical industry cooperating to promote 
the “Light for Living” program. 


ELLING IN 


t anie. CAI cé ry 
FIXTURE SALES RO AA 


This scene from the color movie on floor 


salesmanship shows how the waiting cus- 


tomer is recognized by the salesman even 
though he is temporarily involved. 


A SCENE FROM ONE Ol 
THE COLOR SLIDEFILMS 


Here sales people are taught the value of 
checking fixture installations after a light- 
ing job is completed. The satisfied customer 
should be the objective for all lighting 
sales people. 





Standard Oil Top-level Sales Conference 
Includes Workshop Meetings and Entertainment 


To spur sales in all divisions Standard Oil con- 
ducted a three-day sales conference of workshop 
meetings aimed at its higher echelon of sales 
management. The meetings consisted of execu- 
tive speeches, motion pictures, flip chart discus- 
sions, glass slides and other visual presentations. 
Highlight of the three days was a musical play 
of original songs sung by top-flight performers 
in colorful costumes on elaborate stage sets 
which deftly combined a significant sales mes- 
sage with live entertainment. Standard Oil of- 
ficials were so impressed with the impact created 
by the play they commissioned Wilding to put it 
on film and subsequently showed it throughout 
the company’s sales territory to the praise of 
dealer audiences. 
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COINCIDENT WITH THE CONFERENCE STANDARD INTRODUCED 
ITS ALL-NEW GOLD CROWN SUPER-PREMIUM GASOLINE > 


The top illustration is a candid shot taken 
during an actual performance of the play on 
a theatre stage. The lower illustration shows 
the two-camera technique that was used in film- 
ing the same scene on a Wilding sound stage. 











VistaVision Eastman Color Motion Picture and live Show 
are Combined to Introduce New 1958 Fords 


Big ideas require big thinking. For example, the 
ability to produce and travel a show introducing 
the 1958 Fords to dealers and salesmen across the 
nation, was a project of tremendous magnitude. It 
involved an hour and fifty minutes of motion pic- 
tures and forty-five minutes of live presentations. 
Here are some of the vital statistics: thirteen mo- 
tion picture sets, some 100 feet long (see illustra- 
tions) , sixty- two pieces of special motion picture 


equipment, five sound stages and seven weeks of 


filming by five different crews shooting simultane- 
ously in Los Angeles, Chicago, Detroit and New 
York. To troupe the show required seven separate 
units—each complete with its own scenery and 
props—composed of ten performers, twenty-five 
stage hands and a stage manager. The performers 
highlighted the show with skits, songs and new car 
presentations. About 1,300 people were involved in 
the over-all production and the travelling crews 
played twenty separate shows to enthusiastic 


audiences in nineteen major cities across the U.S. 


IT TAKES FACILITIES, EXPERIENCE AND SKILL TO BLEND AN UNDERTAKING 
OF THIS MAGNITUDE INTO A WELL-COORDINATED AND PROFESSIONAL PROGRAM 




















Under ideal conditions — inside, out of the 
weather—a motion picture camera records the 
step-by-step progress of ARMCO people erect- 
ing a steel service building. It’s for a Koda- 
chrome picture titled “Space, Time and Steel.” 





On another Wilding stage a camera crew focuses on an impres- 
sive stylized decorator’s studio. It’s a scene from “Color Magic” 


produced for Interchemical Corporation. 


REEL NEWS is a copyrighted publication printed in the U.S.A. 


A backyard replete with fence and 
foliage erected on stage provides a 
realistic set for the picture “Over the 
Backyard Grill” one of a series made 
for the National Live Stock and Meat 
Board on preparing and cooking meats. 


REEL NEWS 
published by 


WILDING PICTURE PRODUCTIONS, INC. 
CHICAGO 


General Offices and Studios 
1345 Argyle Street @ LOngbeach 1-8410 
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405 Park Avenve 1010 Euclid Avenue 617 Vine Street 4925 Cadieux Road 
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Published three times a year, REEL NEWS provides a brief resume’ of current 
activities in producing industrial motion pictures, television commercials, slide- 
films, industrial shows and other visual programs. If you are interested in a 


more detailed account of our operations please contact any of our offices 
listed here. 














Fashion Show 


French Handbag Industry 
Sponsors New Color Film 


Sponsor: The French Handbag 
& Leather Goods Industry 


TiItLe: Behind the Label, 13% 


min., color, produced by Joseph 
Schaeffer. 


This film, narrated by actor 
Claude Dauphin, was made in 
Paris and New York. It begins 
at Left Bank School, sponsored 
by the Paris Chamber of Com- 
merce, where a boy and girl meet 
while attending classes in the art 
of creating handbags and belts. 
The school, attended by some 200 
apprentices, combines French ar- 
tistry with modern methods of or- 
ganization and mass production. 
The film shows how the students 
are trained to specialize in “maro- 
quinerie” (handbags and bill- 
folds); “gainerie” (boxes and 
cases); and “sellerie” (briefcases 
and luggage). 

The second part of the film 
shows scenes of Christian Dior’s 
boutique, a fashion show at the 
Lido in Paris, and scenes in New 
York. It seeks to illustrate that 
“Made in France” is synonymous 
with artistry and skill in handbags 
and leather goods. 

Color and b/w prints of Be- 
hind the Label are available 
through the distributor, Sterling- 
Movies U. S. A., Inc. a 
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Fibers, Fashions Promoted 
in Du Pont Sound Slidepix 

Informative humor is employed 
in a new 18-minute sound and 
color slidefilm on Automatic Wash 
*n’ Wear Fashions, being made 
available to merchandising and 
sales training staffs by the Textile 
Fibers Department of E. I. du 
Pont de Nemours & Company, 
Inc. 

The light pictorial is intended 
to impress merchandisers, buyers 
and sales people with the advan- 
tages of Automatic Wash ’n’ Wear 
Fashions. Fiber content and con- 
struction details which make pos- 
sible automatic washing and dry- 
ing of suits, dresses and sportswear 
are demonstrated. 

The slidefilm finishes with a 
fashion show—parading advertise- 
ments of Automatic Wash ’n’ Wear 
Fashions currently available in 
stores. The promotional film was 
produced by Close and Patenaude, 
sales promotion agency of Phila- 
delphia and Welmington, Del. 
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Right: McCall's new 
film “Are You This 
Man” is discussed 
by Babette Doniger, 
head of Educational 
Films and Lawrence 
Horan, Sr., head of 
J. J. Slater, Inc., 

at whose store the 
film was staged. 





McCall's Looks to the Screen 


Promotional Motion Pictures Serve As a Vital Part of 
10-Year Drive for Top Spot Among Women's Magazines 


LERT, FAst-MovING McCall’s 

has been the outstanding suc- 
cess story in the women’s magazine 
field for the past ten years. With 
its potent theme “Togetherness,” 
an editorial policy that has almost 
revolutionized the sweet, simple 
and girlish format of women’s 
magazines of yesteryear, and the 
industry's top sales promotion, 
McCall’s has come a long, long 
way. It is now closing with and 
challenging the perennial leader, 
THE Lapies HOME JOURNAL. 


New TV Film Each Month 

Films are an important medium 
in many of McCall’s promotion 
activities. Enough so that for 
several years a day has not gone 
by without one or more McCall's 
films being in one stage of pro- 
duction or another. A _ regular 
monthly filmed “news release” 
goes out to television stations tell- 
ing about one of the features of 
the current issue. This can be on 
food (Why Fad Diets Fail), fashion 
(McCall’s Goes to Paris), home 
furnishing (At Home With the 
Abraham Lincolns), or an out- 
standing article (The Day Christ 
Died—an interview with author 
Jim Bishop). 





Four for “Living” Congress 

Most of McCall’s films have 
been produced by Editorial Films, 
Inc., whose president, Babette J. 
Doniger, was formerly in televi- 
sion programming for a large net- 
work. 

When McCall’s sponsored the 
annual Congress of Better Living, 
in Washington, last fall, Editorial 
Films produced four films which 
described the kind of housing the 
modern woman is seeking. These 
are being shown as an informa- 
tional service to advertisers. Other 


* 1958 


films have been purely short and 
specific sales presentations or gen- 
eral service films. 


Help for Footwear Sales 

One good example of these 
service films McCall’s has de- 
vised in its hot battle for the top 
rank is a new picture, in color, 
made for the women’s shoe indus- 
try. Different from the standard 
self-promotion tool, the film is 
very probably the first magazine- 
sponsored picture made purely as 
a service for its advertisers, with 
nary a plug for McCall’s through- 
out its 12 minutes running time. 

Are You This Man? was 
planned and supervised by Mc- 
Call’s Fashion Promotion Mana- 
ger, Jacqueline Neben. Going to 
the heart of a problem facing the 
industry, Miss Neben and Miss 
Doniger first consulted the three 
major associations of the industry: 
National Association of Shoe Re- 
tailers, National Association of 
Shoe Manufacturers, and the Shoe 
Association. It seemed that al- 
though shoe salesmen are the high- 
est paid of retail sales people 
($8,000 average, and $35,000 not 
uncommon), they could definitely 
stand some brushing up on ele- 
mentary sales techniques. Too 
many shoe salesmen were not 
realizing their potential, and be- 
ginners in the trade were not re- 
ceiving proper training. 

Making the Salesman a “Pro” 

Made to help solve this train- 
ing problem, Are You This Man?’s 
premise is that shoe salesmanship 
can be more than a job, but a fine 
profession and a lucrative one. It 
employs the good sense and skill 
of consultant Owen Metzger, 
called the “Dean of Shoe Sales- 
men,” who has parlayed a small 








shop in Allentown, Pa., into four 
of the most successful shoe stores 
in the country. Mr. Metzger’s 
techniques were condensed into 12 
salient sales pointers which are 
featured in the picture and re- 
stated in a folder McCall's will 
supply to salesmen seeing the film. 
The production was staged with 
a professional cast at J. & J. 
Slater’s fashionable shoe store in 
New York. Editorial Films, Inc. 
was given a completely free hand 
in determining the format and 
writing the script. One interesting 
technique is that every shot was 
made from the customer's eye 
viewpoint—necessitating a story 
board plan much like that used in 
animated cartoon production. 


Win Plaudits of Retailers 

Are You This Man? was pre- 
miered at the National Shoe Fair 
in Chicago last fall. Some 5,000 
leading shoe executives saw the 
film in its six showings daily for 
the four days of the Fair. Many 
large shoe retailers and chains 
(such as Dr. Locke, Red Cross, 
National Shoes, J. C. Penney and 
Kinney) ordered prints on the 
spot for showing to their salesmen, 
and since then some 30 more 
prints are in constant use through- 
out the industry with more being 
purchased ($89 print cost) each 
month. 

Miss Neben has now found 
that news of the film has brought 
a large number of requests from 
schools who want to use it in 
training courses. 

Made on a modest budget, Are 
You This Man? has been one of 
the most successful fashion pro- 
motion ideas the magazine has 
found. Always solidly entrenched 


with the shoe industry (it regularly 
carries more women’s shoe adver- 
tising than any other service maga- 
zine), McCall’s is thus renewing 
the confidence it has earned with 
the industry as a fashion arbiter 
for 9,630,000 women. Ld 
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In “Doctor Defendant” this physician faces a 
lawsuit for failing to get his patient’s approval 
of a hazardous cancer treatment 








Thoughtless criticism of another doctor's work 
without knowing all the facts can cause legal 


problems, the film points out. 


Servant to the Medical Profession 


Through Its “Medicine and the Law" Films, the Wm. S. Merrell Company 
Builds Goodwill in the Profession; Reaching an Impressive Total Audience 


oR Over A HUNDRED years, the Wm. S. 
Merrell Company, of Cincinnati, now an 
ethical pharmaceutical division of Vick Chemi- 
cal Company, has had an enviable record of 
service to the medical profession. It is not a 
large company in its field, has a sales staff of 
270 men whose job is to call on physicians and 
“détail” them on new drugs. This method is 
standard operating procedure in the ethical 
drug field for successful product presentation. 
Merrell’s detail men, in recent years, have 
sometimes found too many busy doctors’ doors 
closed to them—doors found open only to 














representatives of the few largest pharmaceuti- 





cal concerns or those having extensive product 





campaigns. How to open these doors had 





become a serious problem for Merrell 

Dr. John B. Chewning, director of profes- 
sional relations of the Merrell Company, was 
approached 18 months ago by Dynamic Films, 
Inc. with the idea of doing a “different” kind 
of film program from the usual special subject 
medical and surgical films that interest only 
parts of the professional audience. Merrell 
wanted to reach the total audience of 225,000 
physicians in a program of sustained interest 
with identification of the Merrell name. This 
















Dr. John B. Chewning, Merrell’s director of 
professional services, worked with Medical 
Dynamics, Inc. on the film series. 




























































































identification associated with the program 
would have to engender a positive sense of 
good will with no implication of objectionable 
commercialism. 

Medical Dynamics, medical division of Dy- 
namic Films, surveyed the problem and sug- 
gested several interesting and potentially effec- 
tive programs. All followed the precepts of 
good merchandising, thinking in terms of the 
problems of the customer, in this case the 
physician. All had the added value of series 
presentation to deliver the needed continuous 
message. 

Merrell selected Medicine and the Law, a 
series of 30-minute films, as the one which 
would offer greatest audience drawing power 
and convey the high ethical character of the 
Merrell name. 


Medical and Law Groups Lend a Hand 
Through Sol S. Feuerman, executive vice 
president of Medical Dynamics, exclusive co- 
operation agreements were arranged with the 
American Medical Association and the Ameri- 
can Bar Association to provide subjects and 
advisors. Merrell, the sponsor, wisely agreed 
to reserve for itself only title identification. 
This association with the key professional 
groups not only provided the company with 
the kind of identification that was of positive 
value to it but also assured it of a distribution 
that could not have been obtained without the 
approval of these groups. In giving up stronger 
title identification with the film, Merrell not 
only enhanced its distribution potential; it main- 
tained its ethical position carried out in all of 
the company’s advertising and public relations. 
First film in the series, The Medical Witness, 
was premiered at the American Medical Asso- 
ciation’s annual Clinical Session in November, 
1956. Top officials of both AMA and ABA 
were present, and marked the series as the first 
joint effort of these two national organizations. 
The series’ second film, The Doctor Defen- 
dant, dealing with the important subject of 


medical malpractice and professional liability, 
was premiered in New York in June, 1957 at 
the annual AMA convention. There it was 
enthusiastically received. 

From its own distribution records, Merrell 
has compiled some interesting data as to the 
effectiveness of these films, a marked departure 
from the usual product-type ethical pharma- 
ceutical film. Figures that follow represent only 
Merrell’s own distribution. They do not include 
broad distribution through AMA and ABA. 


“Medical Witness” Viewed by 168,000 


In less than a year, more than 168,000 in- 
terested viewers have seen The Medical Wit- 
ness, a film stressing the importance of proper 
preparation by both physicians and attorneys 
before presenting any medical testimony in 
court. Both physicians and attorneys have been 
high in their praise of the film and its purpose, 
the company says. 

In 12 months, Merrell has had 645 showings 
of The Medical Witness. In the first three 
months following its release, The Doctor De- 
fendant had 127 showings. 

“An interesting fact is that some medical 





David F. 


At “Medical Witness” premiere: 
Maxwell, past pres., American Bar Assn.; Dr. 
David Allman, pres. American Medical Assn.; 
S. J. Stetler, dir. AMA law dept.; and Sol S. 
Feuerman, exec. v.p., Medical Dynamics, Inc. 


schools and societies are repeating showings, 
with some having had three bookings on the 
same film,” the company says. “Advance book- 
ings average about 50 per month on each film, 
with the second film getting equal demand; and, 
in many cases, the two being booked together.” 

The Medical Witness has been shown at 145 
medical conventions. At some of these, a phy- 
sician or attorney (sometimes both) has mod- 
erated a discussion on problems of medical 
testimony. 

While the average audience at each showing 
was about 88 persons, Merrell reports that on 
several occasions as many as 600 physicians 
have packed an auditorium to see the film. 

The company estimates that 70 per cent of 
the audiences were potential prescribers of its 
drugs, 20 per cent were in associated medical 
fields (nurses and pharmacists) and 10 per 
cent were attorneys. 
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Important to note here is that, although the 
number of actual viewers may seem small in 
comparison to a national tv audience figure, it 
represents a very high percentage of the audi- 
ence desired. 

Those who saw the films were persons Mer- 
rell wanted to have see them; they saw the films 
when Merrell wanted them to see them; and 
when they saw them, they were in a receptive 
frame of mind. 

“In several cases, doctors, to get preferential 
use of the film, have contacted Merrell sales- 
men and arranged appointments that resulted 
in definite sales,” the company notes. 

Besides being a tremendous morale impetus 
for salesmen, popularity of the films has enabled 
them to make contacts with physicians in areas 
where previous contact had been difficult. 

Salesmen Arrange to Show Films 

Wherever possible, Merrell uses its salesmen 
to arrange for film showings. The salesmen have 
been unanimously in favor of the films. Some 
of the reasons they gave in reply to a company 
questionnaire were: 

Doctors mentioned the film series to the 
salesman. 

Salesmen have been able to see busy doctors 
where the door was closed before. 

Doctors were more cooperative and attentive 
(mentioned by 70% ). 

Acceptance and prestige of Merrell were im- 
proved (mentioned by 94%). This latter rep- 
resents a significant gain in the highly competi- 
tive pharmaceutical industry. 

Success of the films has caused many profes- 
sional groups, both medical and legal, to want 
prints for permanent use, the company reports. 
These have been made available at cost; and 
more than 24 recognized professional organi- 
zations or schools own one or both of the sub- 
jects produced so far. 

One Year’s Result: 75% Exposure 

As mentioned above, all audience figures 
reported represent only Merrell’s distribution. 
When the AMA audience is added, Merrell 
feels it can claim to have reached more than 75 
per cent of the “physician audience” within a 
year of the program’s start. This does not take 
into account the thousands of nurses and 
pharmacists who have seen the films, or the 
many attorneys who have become aware of 
(CONTINUED ON PAGE SIXTY) 


Below: in Merrell film, local medical groups 
learn to meet legal problems by getting attor- 
ney’s advice on their professional liability. 
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ORD “ROUND-THE-WORLD” 
F televison commercials, now 
showing the 1958 Ford zipping up 
the Champs Elysee or barreling 
over Iranian mountains, are but 
one part of a million-dollar project 
that was eight months in produc- 
tion and will soon result in the 
release of several full-scale motion 
pictures documenting the trip. 

The project originated as a 
gleam in the eye of Martin Ranso- 
hoff, president of Filmways, Inc., 
early last year. Ford, and its agen- 
cy, J. Walter Thompson Company, 
agreed enthusiastically with Ranso- 
hoff’s round-the-world plan, and 
with great secrecy a new dummy 
company—World Highways Expe- 
dition—was set up in the Devon 
Hotel in New York, in March, to 
gather personnel and purchase 
equipment for the trip, without 
leaking news to Ford’s competitors. 

Staying completely disassociated 
from the busy traffic in Filmways’ 
main offices, the new company 
spent three and a half months ar- 
ranging for the procurement of 
$75,000 worth of camera equip- 
ment, 100,000 feet of 35mm East- 
man color film, and a staff of 18 
for the production unit which 
would actually make the trip. 

Meanwhile, Ransohoff, with 
Ford and Thompson people, work- 
ed out diplomatic and travel ar- 
rangements with the U.S. State De- 
partment and with 23 ambassadors 
of the countries through which the 
expedition would pass. 

Kevin McClory, who had been 
overseas on-location director for 
Around the World in 80 Days, was 
engaged as producer-director for 
(CONTINUED ON PAGE 62) 


Filming ‘round the world, World Highways Expedition crew camps on Mt. Ararat in Turkey 


Ford Tours the World 





























The Maharajah of Jaipur’s elephant makes an unsteady 
camera perch. 





















































































































, 
Modern's 
president is Frank Arlinghaus 


“Guided by principle,’ 


HE MaGic OF SOUND that 
 y brought “life” to the motion 
picture medium also brought the 
early beginning of what is now the 
business and television film me- 
dium’s leading specializing distrib- 
utor. 

The genesis of Modern Talking 
Picture Service, Inc., come of age 
this next July 1, 1958 on its 21st 
birthday, actually begins with the 
advent of 35mm sound films in 
1927. Today, this wholly inde- 
pendent concern distributes the 
films of over 300 leading com- 
panies and trade associations, plus 
scores of advertising agencies and 
television film producers, through 
its nationwide network of 28 re- 
gional film libraries throughout the 
United States 


Theatres, TV 


Films from “Modern” go to 
more than 150,000 “self-equipped” 
16mm audiences, to a large part 
of the nation’s 19,000 permanent 
and drive-in theatres, to 529 tele- 
vision stations and to thousands of 
16mm “road-show™ towns in rural 
areas of the nation with no formal 
theatres. 

The story of how it all began is 
as fascinating as the story of 
“modern” business films which it 


Films for 16mm, 


This early 


35mm “portable 


This Is the MUQERN Story... 


Born With the Advent of Sound Films, the History of Modern Talking Picture Service 
Parallels the Development and Growth of the Business Film Medium in Past 20 Years 


parallels. The year: 1927. The 
event; the public’s enthusiastic re- 
action to the first “talkie” as Al 
Jolson’s The Jazz Singer hit the 
screens of especially-e quipped 
theatres throughout the U.S.A. 

In that eventful year, the West- 
ern Electric Company (which had 
made and shown the first educa- 
tional sound film, an animated 
cartoon on the vacuum tube as 
early as 1922), formed a new 
subsidiary to market and service 
its non-telephone products. The 
new company, Electrical Research 
Products, Inc., licensed the use of 
sound equipment and furnished 
acoustical engineering assistance to 
both producers and distributors. 
By 1931, ERPI had installed talk- 
ing picture equipment in 8,000 
theatres throughout the world. 


ERPI’s Non-Theatrical Advent 


In March, 1929, ERPI created 
a non-theatrical department to in- 
troduce talking pictures into such 
fields as education, religion and 
industry. The Western Electric 
had developed “portable” 35mm 
sound equipment (weighing a mere 
2,500 pounds) and now made this 
equipment available to institutions. 

Attracted to this new field 
activity was a youthful graduate 
engineer by profession but a film 
pioneer by fortune and inclination, 
Frank Arlinghaus. In him, both 
the medium and his company 
found the components for achieve- 
ment: the practicality of his 
engineering background plus the 
vision and missionary zeal to ad- 
vance this completely new me- 
dium. That he also possessed a 
good measure of fortitude was not 
the least of his assets as the com- 
plicated and weighty new appara- 
tus moved out across the land. 
Fortunately, the early 35mm phase 


sound film equipment was 


accompanied by trained operators at showings in the 30's. 



































































gave way to the first 16mm sound- 
on-disc equipment of 1931—and 
by 1934, the first sound-on-film 
projectors were taking their places 
along the distribution line. 





Set Up “Road Show Licensees” 

1932, however, was the year of 
a major development in “non- 
theatrical” motion picture distribu- 
tion. In that year, ERPI estab- 
lished its first “road show licensees” 
and began the practice of supply- 
ing the portable equipment and 
trained projectionists to sponsors 
and producers of early sound films. 

This “road show” program fol- 
lowed two main paths: the first 
was that of “projection service” 
for sales meetings, conventions, 
etc. The other was the showing 
of new company-sponsored sound 
films to consumer audiences. These 
were “club shows” which included 
both operator and equipment. To 
book sponsored films for these 
“club” dates, ERPI licensees be- 
came film distributors. 


License First Four Companies 


In this “red-letter” year of 
1932, ERPI licensed the first four 
independent companies as road- 
show distributors. The first of 
these was MacCallum Pictures of 
Philadelphia, of which more later. 
By 1935, there were 10 licensees 
and they held their first “conven- 
tion” in New York City. At this 
historic gathering, the licensees 
adopted the trade name “Modern 
Talking Picture Service” to be 
“operated nationally through licen- 
sees by ERPI” and the now- 
famous slogan “any place, any 
time” made its appearance on the 
familiar Modern “tombstone” 
trademark. 

In 1935, Frank Arlinghaus was 
placed in charge of ERPI’s grow- 
ing road-show activity (there were 
now 20 licensees) as “distribution 
manager.” These were bustling, 
bright, growing years. Records 
that would be commonplace today 
were made and broken with each 
passing month. The medium was 
growing up, coming along fast. . . 


These Were the Eventful 30’s 


“34 simultaneous showings in 
34 different cities were tied in with 
a national radio broadcast as the 
Plymouth Motor Car Company 


BUSINESS 


announced its 1936 model with a 
sound motion picture presenta- 
es 
* * * 
an audience of 20,000 
persons saw a Modern-projected 
program at the A&P Birthday 
Party in Madison Square Garden.” 
x x ts 

“. .. a single audience of 
13,000 in Philadelphia’s Conven- 
tion Hall witnessed the Ford 
Motor Company’s picture Rhap- 
sody in Steel.” 

. +. @ Campaign for Metro- 
politan Life Insurance Company 
resulted in a health education pic- 
ture being shown to 15,000,033 
people.” 

* te 
4,200 people in one day 
saw the B. F. Goodrich film pro- 
gram in Orangeburg, South Caro- 
lina. Total population of Orange- 
burg: 8,000.” 
OK ak 

And so it went through showing 
records for H. J. Heinz Company, 
Brown and Williamson Tobacco 
Corporation, Plymouth and Dodge 
regional sales meetings and theatri- 
cal distribution (initiated in 1936, 
also) for still-active sponsors such 
as the National Association of 
Manufacturers, Weyerhaeuser, 
Westinghouse, the Institute of Life 
Insurance, American Iron & Steel 
Institute .. . 


Principle of Audited Circulation 


On June 20, 1935, Modern was 
already advertising a principle for 
which it has become a principal 
advocate and a foremost exponent 
in the industry. In ADVERTISING 
& SELLING, it proclaimed: 

“Now you can get AUDITED 
CIRCULATION’ in Industrial Talk- 
ies.” 

But that’s a short mile ahead in 
this narrative from history. 

In 1937, the Federal Communi- 
cations Commission asked the 
Western Electric Company to di- 
vest itself of some of its ERPI 
activities. Arlinghaus proposed 
that employees of the distribution 
department take over its owner- 
ship. The bid was accepted and 
an independent corporation was 
formed under the Modern Talking 
Picture Service banner. Modern 
was incorporated on July 1, 1937. 
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The story of Modern, which begins on these pages, is one we 
have lived with these past two decades. 
founded the year following Modern’s corporate birth . 


BUSINESS SCREEN was 
. . this 


series salutes a contemporary whose high standards and prac- 


tices have advanced the entire business film medium. 


Of the original seven employees, 
six are still associated with 
Modern. 


First Officers Are Named 

Frank Arlinghaus, associated 
with ERPI through the early 
pioneering days of sound, became 
Modern’s first president and re- 
mains so in this 21st year of its 
independent entity. William “Bill” 
MacCallum, the first “licensee” as 





Vice President Bill MacCallum 
was Modern’s first licensee . . 


MacCallum Pictures, had joined 
ERPI itself in January, 1937 and 
became one of the first directors 
of the “new” Modern. (He be- 
came a vice president in October, 
1948.) Another director was Dan 
Collins, who held a position in 
ERPI’s parent company, Western 
Electric and Howard Eberle, who 
returned to Western Electric in 
1942, was Modern’s first Secre- 
tary-Treasurer. He continues to 
serve Modern as Secretary and in 
June, 1951, became a director. 
Ed Manke, who came over from 
ERPI in February, 1938, is the 
sixth of the original seven em- 
ployees who are still associated 
with Modern. 


Started With 35 Licensees 


Modern began its solo flight into 
the future with 35 licensees on 
board. Among them was Bernie 
Payne, then and now Modern 
licensee in Cleveland where B. W. 
Payne Films is the only one of 
the company’s present non-theatri- 
cal exchanges associated with 
Modern since the beginning of its 
corporate life. 

Almost simultaneously with 
Modern’s independent status, came 
a new era in the distribution of 
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sponsored motion pictures. 16mm 
sound-on-film was making rapid 
headway throughout the country 
among industries, churches, 
schools, county agents and othe: 
organized groups who were acquir- 
ing their own sound projectors. 

Modern’s First 16mm Picture 

Projection service or “club 
show” arrangements were still the 
most effective way to reach specific 
target audiences, however, in these 
late 30’s. For Westinghouse, 
Modern circulated the company’s 
Golden Jubilee picture New Fron- 
tiers as its first 16mm film (show- 
ings began in May, 1936); for the 
American Iron & Steel Institute, 
Steel—A Symphony on Industry, 
was offered in a February, 1937 
magazine advertisement and was 
another Modern “first’—the first 
film to be offered to self-equipped 
16mm audiences. 

The first account sold by Mod- 
erm as an independent company 
was Hiram Walker. The film: 
Keeping Nature on Its Course, 
distributed in 1937 and for several 
years thereafter. 

Another “First” in 1941 . . . 


The next major step in 16mm 
distribution to self-equipped audi- 
ences took place in 1941. Modern 
mailed to adult audiences a pro- 
motion listing six titles and book- 
ing requests for that promotion are 
said to be coming back as recently 
as four years ago. 

The opening of a Chicago sales 
office late in 1940 carried forward 
Modern’s progress toward nation- 
wide service and supervision for 
both its accounts and the growing 
thousands of l6mm_ audiences. 
Richard M. Hough, now one of 
Modern’s vice presidents, had or- 
ganized the Allied Film Exhibitors 
in California. 

Modern bought into Allied, 
gave it a blanket franchise for the 
West Coast and Dick Hough 
joined the parent company to set 
up the Chicago sales office which 
he still heads. 

In 1942, with an inventory of 
28 non-theatrical titles, Modern 
switched its major emphasis from 
projection service “club shows” to 
its present form of distribution to 
“self-equipped” audiences . . 
(CONTINUED 


IN NEXT ISSUE ) 
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in production along th 


e Union Pacific trackside: 


Cate & McGlone’s 


script chief Walter Wise (center) checks a human relations point in film 


The Essence of Public Relations 


The Union Pacific Railroad Shows Its "Company Manners” 
and Offers an Example for All Enlightened Management 


Union Pacific Railroad 

TITLE: Company Manners, 20 
min., color, produced by Cate 
& McGlone; script by Walter 
Wise. 


SPONSOR: 


The terms “public relations” 
and “human communications” 
have achieved recognition and pro- 
fessional stature in business but 
there are surprisingly few motion 
pictures which interpret their real 
meanings to the public, to com- 
pany employees and to manage- 
ment. 

The Union Pacific’s latest film, 
Company Manners, is a first-rate 
exposition on the functions of its 
Press, Radio and Television de- 
partment but it is an even better 
summation of the broad scope of 
an industry’s acceptance of the 
responsibilities of all its people for 
human communications, for en- 
lightened relations with the public. 


People Make the Company .. . 


The measure of Company Man- 
ners lies in this passage from the 
script: “A famous corporation 
once proclaimed that a corporation 
has no soul. That statement is 
only partially correct. It has no 
soul of its own. It relies on 50 
thousand railroaders to give it 
form and substance and to give it 
meaning...” 

Pictorially, the film presents a 
very comprehensive pattern of the 
UP’s and photographic 
people in nearly every aspect of 


press 


Right: good public relations is 


body’s business along the Union Pacific 





“every- 


their jobs. Inter-related are scenes 
of other UP workers, doing equally 
important public relations work 
the conductor of a domeliner; a 
clerk in reservations, a_ freight 
salesman, office workers and sec- 
tion hands . . . all of them fulfill- 


ing the company’s adage that 
“good communications with the 
public is everybody's business.” 
There are several “key” epi- 
sodes where UP railroaders have 
rendered courteous service, be- 
yond the call of duty, making 


friends for every worker along the 
right of way. 


A Picture Worth Seeing 


Company Manners is “must” 
viewing for any management team 
in modern business. 
of the practical aspects of press 
relations is comprehensive enough 
to serve as a 


Its coverage 


“short course” on the 
work of a p.r. department. 
paper, radio and tv activities and 
the road’s photographic and film 
production functions are thorough- 
ly defined in picture and sound 
Through it all there is the keynote 


News- 


of “responsibility” which _ sets 
Company Manners and the UP 
apart as examples of enlightened 
business citizenship Id 
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Above: two telephone 
engineers visit a 
producer to discuss 

a film on floor care. 
Right: the film goes 
into detail on ail 
elements involved in 
cleaning floors and 
protecting them from 
unnecessary abuses 


PREVIEWS 


of New Films 


Pictures from Business and 
Church Serve Wide Audience 


A “Floor Show” That Sparkles 


Bell Trains Maintenance Crews to be ‘'Polished"’ Performers 


Sponsors: American Telephone & 
Telegraph Company. 


TITLE: Floor Show, 42 min., color, 
produced by Sound 
Inc. 


Masters, 


Have you ever admired the 
sparkling floors in telephone build- 
ings and thought: “Beautiful 
How do they do it?” 

This new Bell System training 
film shows how they do it. It is 
a comprehensive wrap-up on the 
“hows” and “whys” 
waxing and polishing floors of 
linoleum, vinyl and asphalt tile. 

Floor Show is in two parts— 
either of which can be shown as 
a unit itself. One half (26 min.) 
deals with cleaning floors, the 
other half (16 min.) with protect- 
ing them from wear and tear. 

For an idea of how useful the 
film can be, consider these statis- 
tics: A staff of more than 12,000 


of cleaning, 


house-service people spend a sig- 
nificant portion of their time main- 
taining the Bell System’s linoleum 
and tile covered floors which 
spread over 110,000,000 square 
feet, or about four square miles. 
(Downtown Manhattan, from 14th 
Street, south to the tip, is about 
four square miles, or 2,500 acres.) 

These people apply a million 
and a quarter pounds of soap onto 
this broad expanse of floor area 
each year to clean it. They spread 
220,000 gallons of wax and resin 
finishes over it each year to pro- 
tect it 

Floor Show will help train new 
people in proper 
techniques of doing this vast job 

-and very probably improve the 
technique of old-timers, as well. 
As a public service, AT&T will 
also make the film available to 
schools, business organizations and 
institutions through Bell System 
Telephone Companies 


house-service 


Promoting Chain Saw Safety 


SPONSOR: 
Textron, Inc. 


Homelite Division of 
TiTLes: Chain Saw Safety Pays 
Off, and Chain Saws Pay Off on 
the Farm, 25 and 27 min., color, 


produced by Victor Kayfetz 
Productions, Inc. 


These films are designed to show 
proper, safe and productive prac- 
tices of today’s woodsmen and 
farmers in logging and home wood 
lot operations. Produced for 
Homelite, manufacturers of gaso- 
line powered chain saws, the films 
contrast the old-fashioned hand 
methods of wood-cutting with the 
power chain saw methods of today. 


They show the advantages of the 
chain saw under actual forest and 
farm conditions in felling, limbing 
and bucking trees of all sizes. 
Made with the cooperation of 
the American Pulpwood Associa- 
tion and with the technical assis- 
tance of its safety engineers, Chain 
Saw Safety Pays Off stresses the 
safe practices observed by profes- 
sional woodsmen at work: proper 
maintenance and care of the chain 
saw, safe clothing worn on the job, 
the correct way to handle the chain 
saw in cutting, the proper stance to 
take, and the special way heavy 


logs can be lifted and stacked safe- 
ly by one man. 

Chain Saws Pay Off on the Farm 
shows how the farmer fells his trees 
and hauls them to a pulpwood mill 
for a cash sale. The farmer can 
improve his property by felling dis- 
eased trees, by clearing unwanted 
growth and obstructions and by 
cutting logs for firewood. 

Chain Saws Pay Off on the Farm 
is available on free loan from the 
Farm Film Foundation, 1731 Eye 
Street, N.W., Washington 6, D.C. 
B/w prints for television distribu- 
tion are available. 


How a Priest Spends His Day 


Chicago Archdiocese Aims a Documentary at Religious Life 


Sponsor: Radio and Television 
Office, Catholic Archdiocese of 
Chicago. 

TITLE: Twenty Four Hours, 26% 
min., b&w, produced by Fen- 
ton McHugh Productions, Inc. 


This is a documentary film with 
a purpose: to encourage vocations 
to the priesthood. 

In simple, straightforward style, 
it tells the story of Twenty Four 
Hours in the life of a parish priest. 


Above: religious duties occupy a 
big part of “Father Gordon's” day. 


From the time he is aroused from 
bed before dawn to administer the 
last rites to a dying man in a hos- 
pital operating room until he ends 
his activities by proctoring a teen- 
agers’ dance, the camera follows 
“Father Gordon,” assistant pastor 
of “St. Mary’s” parish, through 
his daily doings. 

The film manages to weave 
clerical and non-clerical duties into 
an interesting continuity; so that 
the result is an accurate and ab- 
sorbing account of what a priest 
does with his day. For example, 
while an admittedly important part 
of his work is concerned with read- 


BUSINESS SCREEN 


ing Mass, visiting the sick, baptis- 
ing infants and conducting religious 
information classes, “Father Gor- 
don” also is coach of the grade- 
school baseball team and a speaker 
at civic luncheon meetings. 

Much of the real-life impact of 
the film stems from the fact that 
it was made in actual parish sur- 
roundings. Several parishes in the 
Chicago area were used as loca- 
tions. Another factor leading to 
this end is that only one profes- 
sional (the actor who is “Father 
Gordon”) was used. All the 
others who appear in Twenty Four 
Hours are “just folks”; members of 
the various parishes in which the 
documentary was filmed. 

Authentic background music for 
scenes showing Catholic cere- 
monials is from recordings made in 
France featuring a choir of Soles- 
mes monks in Gregorian chants, 
supplied by courtesy of London 
Records. 

The film was written by Fenton 
P. McHugh and Rev. John S. 
Banahan, and directed by Ernest 
A. Lukas. Cameraman was Lutz 
Hapke; production manager, 
James R. O'Riley; recording was 
by August M. May. a 
Below: all of the film’s scenes 
were made in parish surroundings. 
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Martin's Matador Story— 


“The Missile Man” 
Fighter for Freedom 


Sponsor: Glenn L. Martin Com- 
pany. 

TITLE: The Missile Man, 28 min.. 
color, produced by the sponsor. 


vy When the Air Force success- 
fully launched their Matador Mis- 
sile, the Glenn L. Martin com- 
pany had just cause to feel proud 
of their part in its production. 
After a time, much information 
concerning the assembling, launch- 
ing and tracking of the missile 
became declassified and released 
to the public. The company then 
decided to produce a film about 


Launching a Martin “Matador” 


the missile so all could see as much 
as possible what goes into the pro- 
duction and use of such a weapon. 

The Missile Man has about as 
much unclassified information 
about the Matador as has ever 
been presented before. It was 
filmed on location at launching 
sites and, among other things, 
shows the Air Force team re- 
sponsible for the use of this 
weapon and how they carry out 
their mission. 

Prints are available for school 
and adult groups through Modern 
Talking Picture Service, Inc., ex- 
changes on a free-loan basis. 
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Scene in “By Their Deeds” shows a giant compression tester at work . . . 


Meet the Reclamation Engineer 
New Government Film on His Work Is Aimed at Wide Audience 


T’s A NEAT TRICK . . . in these 
days of ominous international 
headlines, of more tv screens lit 
up than ever before, of more radio 
announcers announcing . . . to get 
and hold attention. 

It’s a neater trick to grab and 
hold, all in the same package, the 
eyes and ears of a starry-eyed, 
fresh-from-college engineer and his 
older, more cynical counterpart 
who wants “nothing but the facts.” 

That was the job the United 
States Bureau of Reclamation, De- 
partment of the Interior, handed 
to Thos. J. Barbre Productions in 
connection with the making of its 
documentary film, By Their Deeds. 
A 30-minute, sound-color produc- 
tion, the title borrows from a 
Biblical text and implies that “by 
their deeds America’s reclamation 
engineers shall be known.” 


Film Serves Three Purposes 


The Bureau wanted the film for 
three purposes: 

1. To interest young engineers 
in careers with the Bureau. 

2. To provide a documentary, 
semi-technical outline of the work 
of the Bureau. 

3. To appeal to a general audi- 
ence as is found in schools, clubs 
and among tv viewers. 

The “deeds” covered in the pic- 
ture vary from barring down rock 
high up the sheer face of Glen 
Canyon, to running down obscure 
water law in dusty archives, to 
building a dam with concrete, to 
helping others develop projects in 
remote ocean zones Oceans away. 

By Their Deeds is the first 
Bureau film in history to be con- 
tracted entirely “on the outside.” 





e 1958 


The _ engineering headquarters 
office in Denver negotiated with 
Barbre to deliver a completely 
scripted, photographed and assem- 
bled package. 

Later, by mutual agreement, one 
or two Bureau-shot sequences were 
incorporated to save budget; but 
the project was still considered a 
one-package deal. 


Cover Wide Operational Range 


Deeds was thus a pioneer film. 
Many persons had to be consulted 
—in the planning, in the scripting, 
in the shooting, and in the final 
recording. All of the various de- 
partments involved had to be made 
to feel that their activities were 
well represented. 

To appeal to the three types of 
audiences to which it will be 
shown, the finished film mixes 
dashes of lightness to heavy tech- 
nical sequences, and vice versa, for 


maximum interest and effective- 
ness. 
Example: The Bureau’s five- 


million-pound compression tester 
is shown crushing a 30-inch thick 
column of concrete. The very next 
scene shows the four-story high 
monster snuffing out the flame of 
a tiny candle with no damage to 
the candle. 


Light Touch and Heavy Facts 


Example: In a recreation scene, 
a pretty girl is shown riding an 
aquaplane on an artificial lake, 
quite a departure from the “all- 
man” practices common to most 
government films. 

Example: After a rather “deep” 
sequence of laboratory procedure 
and compaction testing of earth, 


the last scene of the sequence, a 
close-up of a mortar and pestle, 
dissolves to an on-site close-up of 
a sheepsfoot roller, a tons-size 
mortar and pestle. 

The film takes viewers through 
the steps necessary to conceive, 
design and build a project, from 
determining the need and obtain- 
ing congressional approval through 
maintenance of the finished com- 
plex. Two huge dams were 
“built” during the picture, one of 
concrete and one of earth. 


First Film on Glen Canyon 

One particular sequence, which 
had both the Bureau and Barbre 
concerned at first, turned out to 
be a nice “plus” to the film. When 
prime bids were opened for the 
Glen Canyon Dam, the film had 
not been contracted for. So only 
Bureau photographers shot the 
event .. . in black and white film. 

A vital part of the whole story, 
the scene had to be used. It was 
finally decided to work the black 
and white scene into the color film 
as a “newsreel” of the event. Suit- 
able newsreel background music 
was used, and the sequence fit in 
perfectly. 

By Their Deeds was recently 
shown “we delegates to the 
Federal Exte.sion Service Visual 
Aids Workshop in Washington & 


Teaching Youngsters 
Respect for Trains 


Sponsor: The Baltimore and Ohio 
Railroad. 


Title: Otto Nobetter and the Rail- 
road Gang, 15 min., color, pro- 


duced by Ted Eshbaugh Studios, 


Ine. 


* This color cartoon, designed to 
promote juvenile adherence to 
safety rules, tells the story of Otto 
Nobetter, a little boy 
tempted to throw stones at passing 
trains. Through an imaginative 
sequence, Otto is 
by the “Railroad Gang” (the en- 
gine, the box cars and the safety 
signals) whom he has heretofore 
The climax of the film is 
highlighted by the big diesel train 
chasing him to his home where the 


who is 


dream harassed 


abused. 


disaster of a crash is averted by his 
last-second acceptance of the Safety 
Rules. 

The film includes a tuneful theme 
song which might become a hit 
among school children. 

Baltimore & Ohio will distribute 
the film to 
audiences. DQ 


school and _ television 





Following our editorial premise that there 
is nothing wrong with our national economy 
that a million inspired salesmen can’t help fix, 
the Editors of Business SCREEN present this 
readily-available motion 
pictures and sound slidefilms from free-loan, 
sources. 
better and more extensive use of your com- 


useful selection of 


rental and purchase 


FREE LOAN FILMS 


See the general source list on 
\ pages 45-46 for addresses of 
film sponsors and distribu- 
tors of these free loan films. 


All I Can Do, 23 min., b/w, 

Coopers, Inc. Demonstrates 
five basic steps of good salesman- 
ship which, if practiced, will help 
salesmen increase their sales and 
build up good customer relations. 
Source: Modern. 


The Big Little Things, 30 min., 

b/w, Coopers, Inc. A retail 
sales training film demonstrating 
the importance of small acts 
which can and do influence a 
customer for or against buying. 
Source: Modern. 


Calling All Salesmen, 14 min., 

color, Life Magazine. Animated 
cartoon shows salesmen that 
national advertising of the prod- 
ucts they sell to be retailed lo- 
cally is also local advertising; 
this advertising helps retailers 
sell the products the salesmen 
supply. Source: Life. 


The Care and Handling of Buy- 

ers, 45 min., b/w, Republic 
Steel Corp. Tips on fundamentals 
of successful selling, gathered 


from nationwide surveys. Pre- 
sented in story form. Source: 
Modern. 


Chuck Woods-Go Giver, 26 min., 

b/w, Wood Conversion Co. 
Gives retail lumbermen examples 
of effective selling techniques 
and proper customer relations. 
Source: Wood. 


The Conference Method As a 

Selling Tool, 32 min., color, 
Texaco. Designed to teach Texaco 
salesmen how to conduct a con- 
ference with dealers which 
draws the dealers into discus- 


40 


THE SALES MANAGER'S 
AUDIO-VISUAL GUIDE 


Selected Motion Pictures and 





In addition, 


sions of their own individual 
sales problems, faces them into 
sales point solutions. Source: 
Texaco. 


Counter Measures, 16 min., color, 

Eastman Kodak Co. Catches 
the bumbling store clerk in the 
act as he goofs sales (of cam- 
eras); shows model druggist 
using good sales techniques to 
help people buy intelligently. 
Source: Kodak. 


Design For Selling, 30 min., b/w, 

Johnson & Johnson. Dramati- 
cally portrays need and methods 
for modernizing interiors of drug 
stores to meet the new buying 
habits of customers. Merchandis- 
ing ideas included in the story. 
Package program consists of film, 
leaflets and other materials. 
Source: J. & J. 


Down To Earth, 28 min., color, 

American-Standard. A crotch- 
ety Irish plumber, a touch of 
“boy-meets-girl,” an invasion of 
the Pearly Gates and a heavenly 
“Earth-o-scope” combine to do a 
down-to-earth indoctrina- 
tion job; getting plumbing con- 


sales 


Slidefilms for Sales Training 


pany’s own films and some of the extensive 
product pictures available on a free-loan ba- 
sis from suppliers can help to prepare sales- 
men for greater results in the field. Well-pre- 
pared sales meetings, including proper room 
setup, arrangements for projection, good ven- 
tilation, etc. are basic to successful presenta- 
tion of these films. 


R 


tractors and journeymen plumb- 
ers interested in “journeyman 
selling.” Source: A-S. 


East Side-West Side, 20 min., 
color, Don M. Casto Org. Mer- 
chandising concepts involved in 
regional shopping centers, plus 
many aspects of center planning 
and construction. Spans a typical 
center from drawing board to 
grand opening. Source: Casto. 


Four Steps To Sales, 27 min., 

color, Bell System. Deals with 
simple sales principles and tech- 
niques helpful in business office 
selling. Portrays selling experi- 
ence of a typical service repre- 
sentative who, through trial and 
error plus guidance of her super- 
visor, learns to apply four simple 
steps to better selling. Source: 
Bell. 


The French Stamp of Fashion, 

13 min. and 7 min., color. 
Leather Glove Producers of 
France. Part I is travelogue-type 
documentary of French glove in- 
dustry. Part I] shows merchan- 
dising and retail sales people 
correct technique of selling the 


Below: the Republic Steel Company's “Order Maker's Institute’ pro- 
grams have provided outstanding examples of resultful visual presentation. 





BUSINESS SCREEN 


French Source: 


Gottlieb. 


leather glove. 





It’s Good Business, 30 min., b/w, 

Bates Mfg. Co. Picture an- 
swers such questions as: “What 
about gifts?” “What about re- 
ciprocity?” for salesmen and 
purchasing agents. Also touches 
courtesy on part of purchasers to 
salesmen and purchasing pol- 
icies. Dramatic story stars Neil 
Hamilton, stage and screen star. 
Source: Bates (also purchase— 
$56.75 fob New York). 


It’s the Little Things That Count, 

30 min., b/w, Bates Mfg. Co. 
Spotlights better selling tech- 
niques by dramatizing sales prin- 
ciples frequently neglected or 
forgotten. Source: Bates (also 
purchase—$61.90 fob New York). 


It's Up To You, 25 min., color, 

Kraft Foods & National Res- 
taurant Assn. Designed to show 
food service operators and sup- 
pliers facts about merchandising, 
selling, and advertising as 
methods to build their business. 
Source: Kraft. 


A Little Time for Henry, 17 min., 

color, Republic Steel. Animated 
cartoon about a salesman’s man- 
agement of his time. How better 
sales come from planning time 
expenditure to best advantage is 
shown. Source: Modern. 


Of Time and Salesmen, 35 min., 

b/w, Dun & Bradstreet. Sug- 
gests to salesmen ways of plan- 
ning their working day to get the 
most effective use of minutes and 
hours spent on customer calls 
and interviews. Source: Modern. 


The Story of Oil Marketing, 27 

min., color, Shell Oil Co. How 
oil is sold and how young men 
can prepare for careers in oil 
marketing. Explains means of 
good service—getting products 
to the customer when, where, and 
how the customer wants them. 
Source: Shell. 


Success Story, 30 min., b/w., 

Johnson & Johnson. Sequel film 
to Design For Selling. Tells how 
to modernize exteriors of drug 
stores for eye appeal and most 
effective display of merchandise. 
Package program includes film, 
booklets and “how-to-do-it” man- 
ual. Source: J. & J. 


Telephone Courtesy, 25 min., 

b/w, Bell System. A _ typical 
businessman runs into difficulties 
one day when he tries to phone his 
office. He starts thinking about 
the telephone habits of his office 
and puts on a “telephone show” 


(CONTINUED ON PAGE 42) 
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Chemistry created butyl rubber, engineering developed a process 
for making it, research found hundreds of applications, and now 
Campus Films has shown the same kind of imagination and 
skill in producing a significant motion picture. 


“Rubber From Oil” is the latest in a series of motion pictures pro- 
duced for the Esso Companies. 


lf you have a story to tell, let Campus Films tell it — skillfully, | 
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for his staff to point out obvious 
bad phone habits which can cause 
discontent among his clients and 
customers. Illustrates and under- 
scores good phone habits and their 
value. Source: Bell. 
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Sales Training Films 
You Can Rent or Buy 


Here are selected 16mm 
sound motion pictures avail- 
able from specializing pub- 
lishers and distributors of 
sales training texts, etc. 
Consult data on daily rental, 
print purchase terms. See 
source list for addresses of 
producing firms. 


16MM MOTION PICTURES 


Approach, 11 min., b/w, MeGraw- 
Hill Book Co. Correlated with 
Russell and Beach’s A Textbook of 
Salesmanship, film stresses the 
importance of a well-planned sales 
interview. Do’s and dont’s 
trated. Follow-up filmstrip 
available. Source: McGraw 
chase, motion picture 
filmstrip—$5.00. 


illus- 
also 
pur- 
$65.00, 


The Bettger Story, 30 min., b/w, 

Dartnell Corp. Frank Bettger, 
author of the book “How I Raised 
Myself From Failure To Success 
In Selling,” is shown demonstrat- 
ing the points in his book which 
will assist any salesman in mak- 
ing himself better and more suc- 
cessful. Overcoming objections, 
making the sale in spite of com- 
petition, the important secret of 
salesmanship—all are dramatical- 
ly presented. Source: Dartnell 
purchase, $250.00; rental, $1.00 
per person attending each show- 
ing with a minimum charge of 
$40.00, plus transportation both 
ways. 


Closing the Sale, 30 min., b/w, 

Dartnell Corp. Famed sales 
team of Borden and Busse demon- 
strate five specific methods for 
closing sales which experience has 
proved to be the most practical 
and effective. Also helps salesman 
or dealer overcome fear of ask- 
ing for an order when the time 
comes. Importance of sincere cus- 
tomer service is 
Source: 


also stressed. 
Dartnell — purchase, 
$250.00; rental $1.00 per person 
per showing with minimum 
charge of $40.00, plus transporta- 
tion both ways. 


The Face In the Mirror, 28 min., 

b/w, Jam Handy Org. Presents 
good and bad selling so that sales- 
men can see themselves at their 
best and worst—as the prospect 
sees them. A typical salesman is 
portrayed by James Dunn, Acad- 


Winner in A Tree 
Brooklyn. He gets a 
in selling that 
gives him food for thought and 
starts him off on a train of self 
analysis. Source: Jam Handy — 
purchase, $122.50; rental, $25.00 


emy Award 
Grows In 


series of lessons 


first day, $15.00 second day, 
$10.00 each day thereafter. 
Hitting Hot Buttons, 45 min., 


color. A graphic presentation of 
Jack Lacy’s sales training course. 
Methods and points aimed at con- 


verting doubtful prospects into 
solid customers. Fifteen  tech- 
niques to build star salesmen. 


Also explains how prejudices can 
be overcome and tells three main 
objections and how to by-pass 
them. Source: Ideal — rental — 
$1.00 per person for first 100 per 
show (minimum $40.00), 50c per 
person for all those after first 100. 


How To Develop Your Dynamic 

Power, 30 min., b/w, United 
World Films, Inc. Dr. Norman 
Vincent Peale illustrates the ne- 
cessity to re-evaluate, self-analyze 
and think correctly for self- 
improvement. To develop drive 
in today’s competitive 
society, Dr. Peale stresses impor- 
tance of relaxing the mind and 
shifting from negative to posi- 
tive thinking. Developed for sales 
training and management groups. 
Source: United World—purchase 

$195.00; rental — $40.00 per 
show (rental fee can be credited 
against purchase within 60 days). 


necessary 


How To Sell Quality, 30 min., 

b/w, Dartnell Corp. Script 
taken from booklet “How To Sell 
Quality,” by J. C. Aspley. A typ- 
ical frustrated salesman is taken 
through a series of eye-opening 


sequences in which be observes 
topflight salesmen of quality prod- 
ucts and services in action. He 
convinces himself that selling 
quality is the answer to price com- 
petition and the best way to build 
a future in selling. Source: 
Dartnell — purchase, $250.00; 
rental $1.00 per person per show- 
ing with minimum charge $40.00, 
plus transportation both ways. 


How To Talk Business To Win, 

30 min., b/w, United World 
Films, Inc. Millard Bennett, 
known as “The Voice of Selling” 
alerts both the employer and em- 
ployee to the important fact that 
basically everyone is a salesman; 
good salesmanship is required in 
almost every facet of life. How to 
apply knowledge in persuasive 
manner; how to use it to get emo- 
tional response and motivate 
people to think and act are ex- 
plained. Four basic skills neces- 
sary for success stressed: knowl- 
edge, experience, ingenuity and 
initiative. Source: United World 
— purchase $195.00; rental — 
$40.00 per show. (Rental fee can 
be credited against purchase with- 
in 60 days.) 





How To Up Sales By Better Sales 

Supervision, 30 min., b/w, 
United World Films, Inc. Borden 
and Busse, famed sales training 
team, present answers to sales 
supervision problems — how to 


turn “drivership” into “leader- 
ship” which can make salesmen 
work harder and better than 


money alone could ever make them 
work. Available as a package with 
Leader’s Outline Meeting Guide 
and 10 individual supervisor’s 
work kits. Source: United World 





SALESMEN UNDERSTAND complex facts on technical products, service in- 


formation, etc., 
slidefilms. 





when they are pictured in 16mm sound films or sound 


A wide variety of industrial films is available. 


BUSINESS 


— purchase, $295.00 for complete 
package. 


The Importance of Selling, 20 

min., b/w, Encyclopaedia Bri- 
tannica Films. Emphasizes the 
services provided by salesmen to 
business and the consumer. De- 
scribes the structure of typical 
sales organization and shows the 
duties of sales executives, follow- 
ing a product to its ultimate sale 
to the consumer. Source: EBF— 
purchase, $100.00. 


Making That Sale, 17 min., b/w, 

McGraw-Hill Book Co. Methods 
of closing difficult sales and need 
of effective follow-up are pre- 
sented as given in Russell and 
Beach’s A Textbook of Salesman- 
ship. Demonstrations of products 
and meeting objections are stress- 
ed. Follow-up filmstrip also avail- 
able. Source: McGraw—purchase, 
motion picture—$100.00, filmstrip 
—$5.00. 


Memo To a Salesman, 30 min., 

b/w, Fortune Films. Spoofs the 
paperwork involved in selling and 
shows the frustration of the sales- 
man in handling the mountain of 
paperwork at his own desk. Also 
demonstrates the worst examples 
of the inter-office memo in the 
sales department. A sequel to The 
Salesman, starring Dave Oliver. 
Source: Fortune — purchase — 
$200.00 (some short-term loan 
and preview prints available — 
allow one month’s advance notice). 





Opening the Sale, 30 min., b/w, 
Dartnell Corp. Borden and 
Busse, famed sales team, demon- 
strate to salesmen certain skills 
and techniques they can use to im- 
prove the effectiveness of their 
approach and ease their way to 
the order. Source: Dartnell—pur- 
chase, $290.00; rental, $1.00 per 
person per showing, with minimum 
charge of $40.00 per show, plus 
transportation both ways. 


Overcoming Objections, 30 min., 
b/w, Dartnell Corp. Borden and 
Busse demonstrate how salesmen, 
distributors, jobbers, and dealers 
can change objections from stum- 
bling blocks into sales getting 
stepping stones. Concentration is 
on basic techniques that can make 
any objection lose force—without 
the customer losing face. Source: 
Dartnell — purchase, $250.00; 
rental $1.00 per person per show- 
with minimum charge of $40.00 
per show, plus shipping charges 
both ways. 
The Power of Enthusiasm In 
Selling, 30 min., b/w, Dartnell 
Corp. Dramatizes the importance 
of salesmen learning more about 
their product and the problems of 
those on whom they call. Demon- 
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strates that sincere enthusiasm 
based on knowledge is one of the 
most important personality fac- 
tors in selling. Source: Dartnell 
—purchase, $290.00; rental, $1.00 
per person per showing with a 
minimum of $40.00 per showing, 
plus shipping charges both ways. 
Preapproach, 11 min., b/w, 

McGraw-Hill Book Co. Prep- 
aration for the sale involves ex- 
tensive planning—how a sales plan 
can be adjusted to meet expecta- 
tions of buyer. From Russell and 
Beach’s A Textbook of Salesman- 
ship. Follow-up filmstrip also 
available. Source: McGraw—pur- 
chase, motion picture — $65.00, 
filmstrip—$5.00. 





Presenting Your Sales Case Con- 

vincingly, 30 min., b/w, Dart- 
nell Corp. Borden and Busse pre- 
sent five techniques to assist sales- 
men in convincing the prospect or 
buyer that they should buy their 
product. In some selling sequences 
they demonstrate “soft spots” in 
sales interview which cause lost 
orders — and what can be done 
about them. Source: Dartnell 
— purchase, $250.00; rental $1.00 
per person per show with mini- 
mum of $40.00 per show, plus 
shipping charges both ways. 





Prospecting, 20 min., b/w, 

McGraw-Hill Book Co. Three 
salesmen are interviewed on how 
they selected a prospect. Explains 
their methods and makes mention 
of other systems for getting new 
customers. Correlated with Rus- 
sell and Beach’s A Textbook of 
Salesmanship. Follow-up filmstrip 
also available. Source: McGraw— 
purchase, motion picture—$65.00, 
filmstrip—$5.00. 


The Right Approach, 6 min., b/w 

or color, Crawley Films Ltd. 
Importance of using the right 
opening to start sale flowing 
smoothly. A welcoming atmos- 
phere to the store through the at- 
titude of sales staff. Source: 
International Film — purchase, 
color—$75.00, b/w—$40.00; rent- 
al $4.50 a day, $9.00 a week. 


The Salesman, 30 min., b/w, 
Fortune Films. Dave Oliver 
stars as the salesman attending a 
typical (horrible example-type) 
sales convention, complete with 
cliche-ridden convention sales ha- 
rangue. He expresses all possible 
facial reactions. Useful both as a 
humorous opening to any sales 
meeting and a “how-not-to-do-it” 
demonstration of boring any sales 
audience to death unless meetings 
are properly conducted. Source: 
Fortune — purchase — $200.00 
(some preview and _ short-term 
loan prints available—allow one 
month’s advance notice). 
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The Salesman Makes a Call, 30 

min., b/w, Fortune Films. A 
parody on sales techniques shows 
Dave Oliver as the salesman wait- 
ing in the outer office of a client, 
remembering everything his boss 
told him to say when he sees the 
customer, figuring out strategies 
for making the sale. Surprise 
ending makes this film particular- 
ly humorous. Another “horrible 
example” or introduction to sales 
training course production. 
Source: Fortune — purchase, 
$200.00 (some preview and short- 
term loan prints available—allow 
one month’s advance notice). 


Selling America, 21 min., b/w, 

Jam Handy Org. Benjamin 
Franklin, America’s first star 
salesman, laid down rules to help 
sell personalities, ideas and mer- 
chandise. In modern selling situ- 
ations, these precepts are applied 
to selling many kinds of merchan- 
dise and intangibles — methods 


good in any type of business. 
Source: Jam Handy — purchase, 
$85.00; rental (applied to pur- 
chase within 30 days) $18.00 first 
day, $14.00 second day, $7.00 each 
day thereafter. 


Selling the Sizzle, 30 min., color, 

Fotovox, Inc. Elmer Wheeler, 
known as the salesman’s salesman, 
presents a condensed version of 
his sales training course in this 
film. His five points to improve 
sales and customer relations are 
demonstrated. Source: Ideal - 
rental—$1.00 per person for first 
100 per show (minimum $40.00), 
50c per person for all those after 
first 100. 





Selling Your Personality, 11 

min., b/w or color, Crawley 
Films, Ltd. Graphic demonstration 
of courtesy, intelligence and inter- 
est in the customer that makes for 
sales and re-sales. Right and wrong 
methods of retail selling demon- 





The “Stars of Selling’ Perform in Six Motion Pictures 


Stars of Selling, 6 motion pic- 

tures, b/w, Jam Handy Org. 14 
guest stars who reached the top 
by selling contribute the cream of 
their experience to salesmen of 
America. Arthur H. (Red) Mot- 
ley, makes the introductions and 
clinches each point. He also gives 
a running commentary. Source: 
Jam Handy—purchase price per 
unit $290, extra prints $145 each. 


Titles of pictures in Stars of 
Selling series: 


Salesman’s Importance, with 

Point of Closing, Use of Time, 
and How Buyers Think, approx. 
30 min., Vice President Nixon 
opens film; Mr. H. Bruce Palmer, 
President, Mutual Benefit Life 
Ins. Co., describes his method of 
“closing.”” Herman C. Nolen, Pres- 
ident, McKesson and Robbins, Inc. 
shows how he best makes use of 
his time, and Hudson S. Sayre, 
President, Norge Div., Borg- 
Warner Corp. tells how buyers 
think. 


Using Objections, Showing and 

Proving, Getting the Decision, 
Making Buyers Work For You, 
approx. 30 min., Alfred C. Fuller, 
Chairman of Board and “first 
salesman and founder” of Fuller 
Brush Co., explains his use of 
objections; Byron Nichols, General 
Manager, Group Marketing, 
Chrysler Corp., demonstrates 
showing and proving;” Philip 
M. Talbott, Senior Vice President, 
Woodward and Lothrop, and Pres- 
ident, U. S. Chamber of Com- 
merce, gives his experience on get- 


ting customer to decide. Harry 
Abram, Chevrolet salesman, who 
sells more than 600 cars a year, 
shows how his customers bring in 
new ones. 


Your Personal Relations In Sell- 

ing, approx. 20 min., Guy Sorel, 
screen and TV star, shows how 
effective selling principles are 
based on fundamentals of man-to- 
man relationships. 


Importance of Selling, Getting In, 

Being a Pro, Buying Appeals, 
approx. 30 min., Sinclair Weeks, 
Secretary of Commerce; Wade 
McCargo, President, McCargo and 
Baldwin Stores; R. S. Wilson, 
Executive Vice President, Good- 
year Tire & Rubber Co.; and John 
M. Wilson, Vice President, Na- 
tional Cash Register Co., cover the 
points in this film. 


Getting Yourself “Hot,” Getting 

Yourself Ready, Sticking To It, 
Helping Them Purchase, approx. 
30 min., Joseph Kolodny, Manag- 
ing Dir., National Association of 
Tobacco Distributors; Mrs. 
Brownie Wise, Vice President and 
General Manager, Tupperware 
Home Parties; John M. Fox, Pres- 
ident, Minute Maid Corp., and 
Mrs. Rita Breithut of Gimbel 
Brothers, each give their ideas on 
the subjects of the titles. 


Handling Yourself Effectively, 

approx. 20 min., Alan Bunce, 
screen and TV star, gets laughs 
and profits from them, as he 
spends his off-day as a wholesale 
salesman looking in on masters of 
the retail trade. 





* 1958 


strated. Source: International 
Film — purchase, color — $100.00, 
b/w—$50.00; rental, $6.00 a day, 
$12.00 a week. 


Sense Into Dollars, 13 min., b/w 

or color, Crawley Films, Ltd. 
Descriptive selling and multiple 
sales within a department com- 
bine with suggestion of featured 
merchandise in other departments. 
Source: International Film—pur- 
chase, color — $125.00, b/w 
$62.50; rental $6.00 a day, $12.00 
a week. 


Success Story, 8 min., b/w or 

color, Crawley Films, Ltd. The 
opportunities for building a per- 
manent career starting as a sales- 
clerk and moving through the 
higher levels of employment to a 
position as a buyer. Source: Inter- 
national Film—purchase, color 
$85.00, b/w—$45.00; rental $4.50 
a day, $9.00 a week. 


Telephone Technique, 9 min., 

b/w or color, Crawley Films, 
Ltd. General telephone manners, 
knowledge of stock, correct names 
and addresses and importance of 
descriptive vocabulary when speak- 
ing of merchandise. Source: In- 
ternational Film—purchase, color 
— $90.00, b/w—$45.00; rental 
$4.50 a day, $9.00 a week. 


The Things People Want, 20 min., 

b/w, Jam Handy Org. Demon- 
strates the importance of know- 
ing the product, creating the de- 
sire to own, getting the decision 
to buy, and making delivery, by 
visualizing in dramatic fashion, 
the six great interests of buyers. 
Source: Jam Handy—purchase 
$125.00; rental (can be applied to 
purchase within 30 days) $21.00 
for one day, $16.00 for second 
day, $9.00 a day thereafter. 


Who Threw the Monkey Wrench, 

8 min., b/w or color, Crawley 
Films, Ltd. Mechanics of the sale 
importance of accuracy in one 
department on efficiency of other 
departments. Source: Interna- 
tional Film—purchase, color 
$85.00, b/w—$45.00; rental $4.50 
a day, $9.00 a week. 


You Are the Star, 33 min., b/w, 

Allied Store Corp. Five retail 
sales techniques are outlined in 
this dramatic presentation of the 
exciting business of retail selling. 
Joth good and bad practices are 
pictured, plus some merchandis- 
ing techniques to attract custo- 
mers. Source: Caravel—pur- 
chase, 1 to 5 prints—$250.00 each, 
6 to 10 prints—$225.00 each. 


(CONTINUED ON NEXT PAGE) 








WHICH WAY 
ARE YOU 
GOING TO DO IT? 





Sales Meetings can be hare’ 
work or they can be easy. They 
can take hours of preparation, 
or be wrapped up easily. They 
can be just talk, or interesting 
and result-producing. 


Which way are you going to 
do it? 


Why not do it the easy way? 


The way that relieves you of 
many hours of preparation. The 
modern way that is being used 
by many major companies. 


Hold your next sales meeting 
the AGGRESSIVE SELLING way 
. .. An outstanding sound slide 
program covering: 


@ “CREATIVE SELLING” 
@ “THE ATTITUDE THAT 
GETS BUSINESS” 

® “WHAT DO YOU 
SELL?” 

@ “BY-PASSING SALES 
RESISTANCE” 

@ “ARE PROSPECTS 
DIFFERENT?” 

@ “PRIDE IN PRICE” 

@ “CLOSE ISN'T 
CLOSED” 

@ “HUMAN RELATIONS 
IN SELLING” 


You may obtain a preview 
without obligation. 


Write Dept. F for details. 





Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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SOUND SLIDEFILMS FOR RENTAL AND PURCHASE 


Aggressive Selling Program, & 

sound slidefilms, 15 min. each, 
b/w, Rocket Pictures, Inc. An- 
other attitude series for the sales- 
man pointing up advantages he 
can take from certain customer 
reactions, plus planning the sales 
campaign. Titles are Creative 
Selling, Attitude That Gets Busi- 
ness, What Do You Sell, By-Pass- 
ing Sales Resistance, Are Pros- 
pects Different, Pride In Price, 
Close Isn't Closed, and Human 
Relations In Selling. Source: 
Rocket—purchase, $250.00 a set 
(Leader’s manual included—indi- 
vidual titles from the set available 
for purchase alone.) 


Behind the Counter, 5 sound slide- 

films, approx. 10 min. each, b/w, 
Jam Handy Org. This series is 
designed to make retail sales 
training sessions more effective. 
It can be used in combination with 
The Face In the Mirror. Friend- 
liness Behind the Counter, Atten- 
Behind the Counter, 
Helpfulness Behind the Counter, 
Sincerity Behind the Counter, and 
Enthusiasm Behind the Counter 
are the individual titles, each deal- 
ing with the aspect of retail sell- 
ing suggested by their title. 
Source: Jam Handy—purchase, 
$152.50; combination price with 
The Face In the Mirror, $232.50: 
rental, $25.00 first week, $15.00 
second week, $10.00 third week, 
$7.50 each week thereafter. 


tiveness 


Business Insurance Training 
Program, 4 sound slidefilms, 
approx. 15 min. each, color, Rocket 
Pictures, Inc. Designed for in- 
surance agents and _ salesmen, 
these filmstrips and records detail 
certain problems peculiar to their 
business. Titles are Additional 
Commissions, The Question Is, 
Securing Your Commission: Part 
I, Securing Your Commission: 
Part II. Source: Rocket—pur- 
chase—$220.00 a set. 


Drug Store Selling Program— 

Part I, 6 sound slidefilms, 15 
min. each, b/w, Rocket Pictures, 
Inc. For retail druggists and 
sales personnel. Titles: You In 
the Drug Store, What Do You Sell, 
Selling Gift Items, Are Custom- 
ers Different, Building Displays, 
Human Relations In Selling. 
Source: Rocket — purchase, 
$210.00 a set (individual titles 
from set available for purchase 
alone). 


Drug Store Selling Program— 
Part II, 6 sound slidefilms, 15 
min. each, b/w, Rocket Pic- 


tures, Inc. Continuation of sales 
training for druggists and sales 
personnel. Titles: As Others See 
Us, Handling Complaints, Selling 
Baby Needs, How To Use the 
Telephone, Your Cosmetics and 
Toiletries Dept., Enthusiasm In 
Selling. Source: Rocket — pur- 
chase, $210.00 a set (individual 
titles from the set available for 
purchase alone). 


Jack Lacy’s Sales Training: 


Course, 5 sound = slidefilms, 


approx. 25 min. each, color. Illus- . 


trations in cartoons and drawings 
illustrate fundamentals of Jack 
Lacy’s famous course for salesmen. 
Titles: Creative Salesmanship, The 
Approach, The Demonstration, 
The Close, and Objections. Source: 
Ideal — rental — $100.00 for set, 
$25.00 per individual lesson. (In- 
cludes training manual.) 


Keys To Human Relations In 
Selling, 5 sound slidefilms, ap- 
prox. 10 min. each, color, Dartnell 
Corp. Creating mood, getting buy- 
er to like you, getting buyer to 
listen and understand, and over- 
coming doubts are discussed in 
this series. Titles are The Master 
Key of Empathy, The Key of Rec- 
ognition, The Key of Considera- 
tion, The Key of Communication, 
and The Key of Security. A set of 
five review books and leader’s 
guide are included in set. Source: 
Dartnell — purchase, $250.00; 
rental, $60.00 for two weeks and 
$10.00 each week thereafter. 


Manning the Exhibit Booth, 

sound slidefilm, 10 min., color, 
Exhibitors Advisory Council. 
Cartoon presentation shows how 
the salesman at an exhibit is an 
important company _representa- 
tive. Traces history of exhibit 
selling and stresses special quali- 
fications required for this type of 
selling. Rules of booth conduct 
and sales techniques are outlined. 
Source: Exhibitors — purchase, 
members — $25.00, non-member 
—$35.00. 


New Car Selling Series, 6 sound 

slidefilms, approx. 15 min. each, 
b/w, Rocket Pictures, Inc. De- 
signed for the retail car salesman, 
this series spotlights certain prob- 
lems and aspects of this business 
which can make or lose sales. Ti- 
tles are You're Up, The Presenta- 
tion, The Demonstration, The Ap- 
praisal, The Close, Prospecting. 
Source: Rocket — purchase, 
$200.00 a set (Leader’s manual in- 
cluded—individual titles from the 
set available for purchase alone. ) 


BUSIN 


ESS SCREEN 


This list of broad-interest 
sales training slidefilm pro- 
grams serves many types of 
sales training needs. Equip- 
ment required is 33% rpm 
disc sound playback and 
35mm slidefilm projector. 


Price Is Part of Every Sale, 

sound slidefilm, 10 min., b&w, 
Henning & Cheadle, Inc. Aimed 
at brushing away price competi- 
tion as a barrier to effective sell- 
ing. Talks the salesman’s lan- 
guage; meeting guide included. 
Source: H&C—purchase $40.00. 


Selling Against Resistance. 6 
sound slidefilms, 12 to 15 min. 
each, b/w, Dartnell Corp. The 
series trains salesmen in aggres- 
sive salesmanship with each film 
keyed to today’s selling conditions. 
Scripts were prepared by Richard 
Borden, of famed selling team of 
Borden and Busse. Titles are How 
To Close Without Tricks or Traps, 
How To Make Your Selling Points 
Penetrate, How To Overcome Ob- 
jections Unobjectionably, How To 
Outsell Competition, How To Be 
a Good Public Speaker Sitting 
Down, and How to Make Your 
Customers Like You, Trust You, 
and Stick to You. Source: Dart- 
nell — Purchase, $225.00: rental. 
$75.00 for two weeks or less. 


Selling American Series, 5 sound 

slidefilms, approx. 10 min. 
each, b/w, Jam Handy Org. 
Further points up “good selling” 
methods demonstrated in mot’on 
picture Selling America. Getting 
Them Talking, Being Agreeable, 
Getting Together, Keeping Your 
Neck In, and Telling The Whole 
Story are the individual titles, 
each demonstrating one of Ben 
Franklin’s principles of selline as 
applied to today’s competitive 
market. Source: Jam Handy — 
purchase, $137.50; combination 
price Selling America slidefilm 
series and Selling America motion 
picture, $192.50; rental — $25.00 
first week $15.00 second week, 
$10.00 third week, $7.50 each week 
thereafter. 


Selling Is Mental Series, 5 sound 
slidefilms, approx. 15 min. each, 
color, Rocket Pictures, Inc. The 
psychological approach to success- 
ful selling and customer relations. 
Titles are The Power of Mentol 
Attitude In Selling, Turning a 
Deaf Ear To Sales Resistance, 
Closing the Sale, Developing the 
Right Attitude Toward Price, 
Developing the Right Attitude on 
a Call-Back, and Selling the End 
Result First. Source: Rocket — 
purchase—$300.00 a set. ( Leader’s 
manual included—individual titles 
avaiable for purchase alone.) 
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Speaking of Selling Training 

Program, 6 sound slidefilms, 
approx. 10 min. each, b/w, Hen- 
ning & Cheadle, Inc. A series of 
filmstrips and records devoted to 
the professional salesman, giving 
him particulars in various aspects 
of his work. Titles are Let’s Be 
Professional About It, Get More 


Seconds From Your Working Day, 
What Makes People Buy?, Don’t 
Let Objections Get You Down, 
Your Price Is Part of Your Sale, 
and Close the Sale, But Keep the 
Door Open. Each covers one spe- 
cific aspect suggested by the title. 
Source: H & C — purchase — 
$225.00 a set. 





SOURCES FOR FILM PURCHASE AND RENTAL 


AAAA—American Assn. of Ad- 
vertising Agencies, 420 Lexing- 
ton Ave., New York 17, N.Y. 


ANA—Association of National 
Advertisers, Inc., 285 Madison 
Ave., New York 17, N.Y. 


Caravel —Caravel Films, Inc., 
730 Fifth Ave., New York 19, 

N. Y. 

Chamber of Commerce—United 
States Chamber of Commerce, 

1615 H. St., N.W., Washington 6. 


Dartnell— The Dartnell Corp., 
4660 N. Ravenswood Ave., Chi- 
cago 40, Ill. 


EBF—Encyclopaedia Britannica 
Films, Inc. Write main offices: 
1150 Wilmette Ave., Wilmette, Ill. 
Exhibitors—Exhibitors Advisory 
Council, 39 Cortlandt St., New 
York 7, N. Y. 


Fortune—Fortune Films, 9 Rock- 
efeller Plaza, New York 20. 
H & C—Henning and Cheadle, 
Inc., 1060 W. Fort St., Detroit. 


Ideal—Ideal Pictures, Inc., 58 E. 
South Water St., Chicago 1. 


International Film—lInternation- 
al Film Bureau, Inc., 57 E. 
Jackson Blvd., Chicago 4, IIl. 


Jam Handy—The Jam Handy Or- 
ganization, Inc., 2821 E. Grand 
Blvd., Detroit 11, Mich. 


McGraw — McGraw-Hill Book 
Company, Text-Film Dept., 330 
W. 42nd St., New York 36, N. Y. 


Rocket — Rocket Pictures, Inc., 
6108 Santa Monica Blvd., Hol- 
lywood 38, Calif. 


Strauss—Henry Strauss & Co., 
Inc., 31 West 53rd St., New 
York 19, N.Y. 


United World — United World 
Films Inc., 1445 Park Ave., 
New York 29, N. Y. 


Wolff—Raphael G. Wolff Studios, 
Inc., 5631 Hollywood Blvd., 
Hollywood 38, Calif. 





SOURCES FOR FREE LOAN FILM PROGRAMS 


Epitor’s Note: when applying 
for free loan or rental films, pre- 
view prints, etc., always use li- 
brary source nearest you for 


A-S—American Standard (Amer- 

ican Radiator and Standard 
Sanitary Corp.) 40 West 40th St., 
New York, N.Y. 


Bates—Bates Manufacturing Co. 
Motion Picture Dept., 30 Vesey 
St., New York 7, N.Y. 


Bell—The Bell System. Contact 
local Bell Telephone Company 

general manager or Public Rela- 

tions Director or Department. 


Bureau of Advertising—Ameri- 

can Newspaper’ Publishers 
Assn., 485 Lexington Ave., New 
York 17, N.Y. or regional offices 
in Chicago, Detroit, Los Angeles, 
and San Francisco. 


Casto—Don M. Casto Organiza- 
tion, 42 S. Fourth St., Colum- 
bus 15, Ohio. 


Direct Mail Ad — Direct Mail 
Advertising Assn., 381 Fourth 
Ave., New York 16, N.Y. 


Donnelley—Rueben H. Donnelley 
Corp., 350 E. 22nd St., Chicago. 


NUMBER 2 «+ VOLUME 


prompt shipping service. Return 
films immediately after you are 
through to facilitate use by other 
groups, prepay return postage. 


D-X Sunray—D-X Sunray Adver- 
tising Dept., Box 381, Tulsa, 
Oklahoma. 


GM — General Motors Corp. — 

Three offices: Western States— 
GM Corp., 508 First Western 
Bank Bldg., 405 Montgomery St., 
San Francisco 4, Calif. New York 
City Parcel Post Zone 1 and Long 
Island—GM Corp., Public Rela- 
tions Staff Film Library, 1775 
Broadway, New York 19, N.Y. All 
other states and part of N.Y. 
State not included in above—GM 
Corp., Film Library, GM Bldg., 
Detroit 2, Mich. 


Gottlieb — Edward Gottlieb & 
Assocs., 2 W. 45th St., New 
York, N.Y. 


J. & J. — Johnson & Johnson, 
Merchandising and Advertis- 
ing Dept., New Brunswick, N.J. 


Kodak — Eastman Kodak Co., 
Sales Dept., Rochester 4, N.Y. 


(CONTINUED NEXT PAGE) 
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for SELLING /for TRAINING 


DuKane 


sound slidefilm projectors 
get your message effectively 


to any size audience 


SHORT & SWEET 


THE FLIP-TOP stars at desk-side sa:es 
presentations. Dramatically tells a hard-sell 

story without mess or set-up time, without room 
darkening. Record and film simply slide into slots. 
Polacoat rear-projection screen for startling clarity 
in color or black-and-white. Top voice fidelity. 





FULLY AUTOMATIC 


THE MICROMATIC is the industry's 
standard for quality and performance. 
Film advances automatically—always 

on cue—triggered by standard 30-50 
impulse. DuKane “Redi-Wind’”’ eliminates 
film rewinding forever! Shadow-box screen 
built into carrying case, plus plenty of 
power for big-screen projection. 





AUDITORIUM SIZE POWER 


THE AUDITORIUM COMBINATION brings 
you fully automatic sound slidefilm projection 
The high powered projector with 1200-watt 
capacity combined with the high powered 
auditorium sound unit produces large, brilliant 
pictures and fills any auditorium with sound. 
Entire combination packs into two compact, 
attractive carrying cases. 





There's a DuKane sound slidefilm projector especially made 
to bring your message to any audience, from one to thousands! 
DuKane’s top quality and rugged dependability give you 
sparkling pictures and bell-clear sound, now and for many years 
of hard use. Simple to operate, even by inexperienced personnel. 
For a demonstration in your own office, send in the coupon. 


: DuKane Corporation, Dept. 8S-58-A, St. Charles, Illinois 


I am interested in learning more about DuKane sound slidefilm 


: projectors, particularly 0 the Fliptop 0 the Micromatic 
DuKkawnw EE : CO the Auditorium Combination : 
CORPORATION : name 

COMPANY 

: ADDRESS 

a — tn STATE 








SALES FILM SOURCES: 


(CONT'D FROM PREVIOUS PAGE) 


Kraft—Kraft Foods Co., Div. 
National Dairy Products Co., 
500 N. Peshtigo, Chicago, III. 
Life—Life Magazine, 9 Rocke- 
feller Plaza, New York 20. 
Modern — Modern Talking Pic- 
ture Service, Inc. Five main 
offices: 3 E. 54th St.. New York 
22, N.Y./210 Grant St., Pitts- 
burgh 19, Pa./1224 Maccabees 
Bldg., Detroit 2, Mich./1 Pru- 
dential Plaza, Chicago 1, Ill. 
613 Flower St., Los Angeles 17, 
Calif. (23 other distributing li- 
braries in major U.S. cities) see 
phone book for local source. 
Shell-——Shell Oil Co. Three offices: 
50 West 50th St., New York 20, 
N.Y./624 S. Michigan Ave., Chi- 
cago 5, Ill./100 Bush St., San 
Francisco 6, Calif. 
Standard—Standard Oil Co. (of 
Indiana), Advertising Dept., 
900 S. Michigan Ave., Chicago, Il. 
Texas—Texas Co., Sales Promo- 
tion Dept., 205 E. 42nd St., 
New York 17, N.Y. 
Wood — Wood Conversion Co., 
First National Bank Bldg., St 
Paul 1, Minn. 


Transfilm Has a Role in 
New “Madison Avenue” Book 


Though not on Madison Ave- 
nue, Transfilm, Inc., gets three 
mentions in Martin Mayer's new 
book, “Madison Avenue, U.S.A.” 
The producer is noted as one of 
the first firms to get into tv com- 


mercial production and is also 
mentioned as the place where 
Dwight D. Eisenhower spent a 


day making tv commercials for 
his presidential campaign in 1952. 

Walter Lowendahl, president of 
rransfilm, recalls that the Presi- 
dent turned out 40 spots in one 
hectic day. During a break in 
shooting, quotes the book, the 
then-general sat in a corner of the 
studio and commented, “To think 
that an old soldier should come to 
this!” wy 

+ « * 

Herman Edel to Supervise 
Accounts at Music Makers 

- Herman Edel has been ap- 
pointed to the staff of Music 
Makers, Inc. as account super- 
visor. He will service the agen- 
cies and film producers that 
Music Makers work with in the 
creation of music for tv commer- 
cials and industrial films. 

Edel leaves Flax Advertising, 


where he was an account execu- 
tive. His prior associations were 
with Sterling Television and the 
DuMont Television Network. 


People ss a«Pictures 


Jack Lemmon to Manage 
Wilding TV in East 

Jack Lemmon has been ap- 
pointed Eastern television man- 
ager for Wilding Picture Produc- 


Jack Lemmon 





tions, Inc., according to Russ 
Raycroft, Wilding’s national direc- 
tor of television. 

Raycroft and Lemmon have 
their headquarters in Wilding’s New 
York office, recently moved to 405 
Park Avenue. 

Arthur Wright has been named 
New York production manager 
for Wilding. Wright has his head- 
quarters at Wilding’s New York 
production studio, 157 East 69th. 


Truett Myers to Supervise 
Southern Baptist TV Series 
Truett Myers, Nashville, Ten- 
nessee, has been appointed tele- 
vision production supervisor at the 
Fort Worth, Texas headquarters 
of the Southern Baptist Radio and 
Television Commission. ay 
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Torn sprocket holes... 


film breaks... 


splices opening up... 
picture in and out of focus 


Such conditions are 


often due to brittleness, 


buckle, curl, shrinkage 


Peerless Reconditioning 


can repair the damage 


and correct conditions 


that may have caused it. 





959 SEWARD STREET 


KERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
HOLLYWOOD 38, CALIF 
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Experienced Film Team Head 
John Colburn Associates, Inc. 


vy There’s a new banner flying 
over one of Chicago’s most ex- 
perienced film teams. 

Heading up John Colburn As- 
sociates, Inc., are John Colburn 





John Colburn 


and Henry Ushijima who have 
worked together on over 125 film 
productions ranging from air- 
borne spectacular TV commercials 
to religious, industrial, sales and 
public relations films. They have 
acquired the former Colburn Film 
Services, Inc., and changed the 
name to its present title. 

From basic experience at MGM 
since 1934 to staff cameraman at 
Columbia Pictures in 1939, Mr. 
Ushijima has been a director and 
supervisor of editing for Coronet 
Instructional Films. After work- 
ing as a member of the motion 
picture-slidefilm team at the Col- 
burn Laboratory for 10 years, it 





Henry Ushijima 


was decided to separate these 
production facilities. John Col- 
burn Associates, Inc. was estab- 
lished in February, 1958. 

John E. Colburn was elected 
President and Mr. Ushijima is 
Vice-President of the new inde- 
pendent studio. In this capacity 
they will both continue as con- 
sultants in the motion picture and 
slidefilm field. a 
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“T. A.” and His Times 


Centennial Film on "the first Roosevelt" 
Depicts His Ideas of Good Citizenship 


Sponsor: Theodore Roosevelt Centennial 
Commission. 

TITLE: Theodore Roosevelt — American, 25 
min., b/w, produced by the U.S. Army Pic- 
torial Service. 


¥ This film, which points up Theodore Roose- 
velt’s ideal of “Responsible Citizenship,” is 
based on cartoons of the 26th President, and 
illustrations from contemporary magazines such 
as Harper's Weekly, Leslie’s Illustrated, Illus- 
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EMPIRE PHOTOSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 





-ART#yVIDEART | 


ANIMATION | 
TITLES 
| OPTICAL PHOTOGRAPHY 


COLOR or B&W — 1607 35MM | 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 
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trated Police News, and newspapers, book 
illustrations, posters and calendars. 

These varied materials produced by well- 
known artists such as Thomas Nast and Fred- 
eric Remington provide a fascinating glimpse 
of Theodore Roosevelt and his times. Through 
such motion picture techniques as camera 
movement, close-ups, and the creation of mood 
by music and sound effects, the static materials 
achieve a sense of drama and movement. 

The film was first planned as a collection of 
early film clips of T.R. But during preliminary 
research, the study of a wide range of pictorial 
material, particularly cartoons, suggested a 
technique which would provide a more dramatic 
interpretation of Mr. Roosevelt's many-sided 





New “T.R.” FILM is inspected by Herman 
Hagedorn, Centennial Director; Lt. Gen. B. 
M. Byran, Ist Army; and L. C. Stratton, of 
T.R. Association. 


personality. Theodore Roosevelt created news 
and to the cartoonist his striking appearance, 
his famous grin and his limitless energy were 
irresistible. During the golden era of the medi- 
um, he was its most cartooned figure. 

The film deals briefly with his boyhood and 
his early work in the state legislature. It goes 
into more detail on the “western” period of 
his life and his return to politics as Civil Serv- 
ice Commissioner and then as Police Commis- 
sioner of New York City. 

Prominently featured in the film is the charge 
at San Juan Hill as seen through the medium 
of Remington’s famous illustration of the 
charge of the Rough Riders. His public service 
as Assistant Secretary of the Navy, Governor 
of New York and Vice President, lead up to his 
accession to the Presidency following the assas- 
sination of President McKinley in 1901. 

Other subjects highlighted in the film include 
the building of the Panama Canal, his winning 
of the Nobel Peace Prize for settlement of the 
Russo-Japanese War, his dispatch of the U.S. 
fleet of 16 battleships on its round-the-world 
cruise, and his famous “Bull Moose” campaign. 

Theodore Roosevelt—American was written 
by Dan Klugherz. It will be shown to the 
Armed Forces at home and abroad during the 
year-long Theodore Roosevelt Centennial now 
being observed. The film has also been cleared 
by the Department of Defense for public, non- 
profit showing on television, in theatres and to 
schools, civic groups and organizations. Distri- 
bution to non-military audiences is being made 
by the Theodore Roosevelt Association, 28 
East 20th Street, New York. ae 
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The Focal Encyclopedia 
of Photography 


Now-—the one up-to-the-minute working 
reference on photography! 

Spanning an entire library of photo 
graphic theory and practice, the new Focal 
Encyclopedia features 2,000 articles covering 
every aspect of photography including cine- 
matography. Complete with 400 choice pho- 
tographs and over 1500 pictorial diagrams, 
this authoritative volume is clearly written 
and alphabetically arranged for speedy 
reference 1,468 pages $20.00 


Techniques of Me 
Magnetic Recording ~ 
By Joel Tall 

With a Foreword by Edward R. Murrow 


In this unique reference guide, Joel Tall, 
C.B.S. expert on tape recording, describes the 
techniques used by professionals in broad- 
casting, telecasting and movie-making. More 
than a handy guide, it is a complete course 
from basic theory and eq':ipment to special- 
ized methods and uses in education, enter- 
tainment, business a.id industry. 

472 pages glossary bibliography $7.95 


The Liveliest Art ~~ Ky 


A Panoramic History of the Movies ,@ 
By Arthur Knight 


This spirited and scholarly history of the 
movies also features data on the latest wide 
screen processes, a list of rental agencies of 
16mm film, an index to 789 film titles and 
a survey of the 100 best books on film. “A 
‘must for industrytes’ bookshelves.” —V ariety 

383 pages illustrated $7.50 


Order these books from your bookseller or write 


The Macmillan € omprany 


60 FIFTH AVENUE, NEW YORK 11, N.Y 


LUES. 


for reference 
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Driver Jim DeLand siars in the 
film “Dust Off Your Goggles,” a 
new release of Video Films 


Auto Safety Factors Are 
Theme of New Monroe Film 

An antique touring car sets the 
scene for a study of modern auto- 
mobile safety factors in Monroe 
Auto Equipment’s new motion pic- 
ture release Dust Off Your Gog- 
gles, produced by Video Films, De- 
troit. 

The 17-minute color picture 
starts out with old-fashioned lan- 
tern slide titles accompanied by a 
bright, tinny movie palace piano 
and the opening scenes show Jim 
DeLand, star of the picture, driv- 
ing the 1911 vehicle through the 
streets of Greenfield Village, Dear- 
born, Michigan. Jim pulls up and 
identifies himself as an antique car 
fan and eventually compares fea- 
tures of the old cars with features 
of today’s cars. Chief topic of the 
film is shock absorbers and their 
importance in maintaining control 
of today’s fast moving vehicles. 

Included are exciting slow mo- 
tion studies of whee! behavior on 
bumps, turns and stops. Once 
again, as in last year’s picture for 
the same client, Video Films em- 
ployed a remotely-controlled elec- 
tric camera operating at 64 frames 
undercar 
age of wheel action. 

Also featured in the film is a 
new Monroe product, the 
Leveler. Intended for use on cars 
that carry average or 
uge loads, the device combines a 
hefty coil spring with a calibrated 
heavy duty shock absorber. 

Right down to the end title, 
which comes in upside down, 
Dust Off Your Goggles is a fast- 
moving, informative, and enter- 
taining picture. ld 
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a second to get cover- 


Load 


above aver- 


Canadian Restaurant Story 
Told in This Sponsored Film 

Samuel de Champlain, 
er of Canada, 
starting the 
“eating out” 


found- 
is credited with 


Canadian tradition of 
—a tradition brought 





What's New in Sponsored Pictures 


Auto Safety, Dining Out and Weed Control in New Films 


to date in The Order of Good 
Cheer, a new 20-minute motion 
picture sponsored by the Canadian 
Restaurant Association. 

Today “eating out” 
big Canadian industry. Of Can- 
ada’s total food bill of 2 1/2 billion 
dollars, one-fifth is spent in res- 
taurants. The Order of Good Cheer 
shows how Canadian restaurants 
are acquired, designed, staffed and 
managed. Produced by Crawley 
Films Limited, the film’s restau- 
rant story is told in color with 
paintings and sketches, animation, 
stills, montages and trick photog- 
raphy. 

Available in English and 
French, The Order of Good Cheer 
is being shown to the general pub- 
lic in Canada. It is being distrib- 


uted by the Canadian Restaurant 
Association, 415 Bloor Street 
West, Toronto, or from C.R.A. 
branches across the country. | 
supports a vole 
New Dow Film Shows Weeds 
s “The Enemy Underground” 
Troublesome as they are to the 
city gardener, weeds are even more 
of a bother to farmers, where they 
cost money in terms of lower pro- 
duction, and less income per acre. 
The Enemy Underground, a 12- 
minute, color motion picture spon- 
sored by The Dow Chemical Com- 
pany and produced by The Cal- 
vin Company, is one of several 
Dow films aimed at rural viewers. 
It deals with the problems of con- 
trolling Johnson weed grass in cot- 
ton fields. The film demonstrates 


Consider... 


COLBURN 
COLOR 
POSITIVES 


Eastman Internegative-Color Print) 


for your next 16mm release 


—s protect your original 


enjoy faster delivery 


cs finer color corrections 
Pe uniform prints 
Ay 
Be 10 or a 1000 at lower costs 


COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 


Demonstration Reel available on request 


BU 





a new method of 
It will be released to rural audi- 


“spot-spraying.” 


ences and tv farm programs 
through Modern Talking Picture 
Service, Inc. rg 
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Maine Ag Dept. Releases a 
Film on Barbecue Techniques 

Outdoor barbecues are firmly 
entrenched in America’s expanding 
Suburbia and are a country lure to 
city dwellers. Maine Barbecue, a 
new motion picture on this gusta- 
tory pastime has been introduced 
to audiences in New York and 
Boston metropolitan areas. 

Maine Barbecue, a one-reel wide- 
screen color film, was produced by 
the Maine Department of Agricul- 
ture as a food marketing informa- 
tional film. Starring Sally Knapp 
of the American Savoyards and fea- 
turing principals of the musical pro- 
duction company, Maine Barbecue 
barbecue instruction 
and product promotion in a Maine 
picnic setting. 

The film resulted from the strong 
response to a Maine agricultural 
project last year which offered 
instructions in chicken barbecue 
methods. The how-to-do-it picture 


provides its 


was directed and photographed by 
H. G. Hawes, Agriculture Depart- 
ment public relations man. 
Working with Hawes were Ken- 
neth E. Gray, Maine Fish and Game 
Department cinematographer, Guy 
E. Nichols, director of special serv- 
ices for the State Highway Depart- 
ment, Edward D. Johnson, 
horticulturist, Robert W. Stubbert, 
Maine Department of Agriculture 
marketing specialist, Norman Wing, 
marketing specialist for the Maine 
Milk Committee, and J. B. Lalley, 
account executive with Modern 
Talking Picture Service, Inc. The 
Maine Department of Agriculture 
utilizes Modern as one of its dis- 
tributors. » 
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Films Show Visitor Reaction 
to Japanese and U.S. People 

Impressions of Japan and Pur- 
suit of Happiness are two new 
sound films involving photographic 
studies of both Japanese and U.S. 
peoples, as seen through the eyes 
of visitors from overseas. Both 
films have been released for public 
educational purposes by the U.S. 
Office of Education. 

With a running time of 15 min- 
utes, /mpressions of Japan uses 
camera and musical backgrounds 
to visualize narrated quotations 
from writings of Nobel prize-win- 
ner William Faulkner during a visit 
to Nagano, Japan, for the Ameri- 
can Literature Seminar. 
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Ohio Oil’s new film takes its 
audiences inside the company. . . 


Ohio Oil Co. Film Shows 

Many Problems of Management 
ye Adapting a television quiz show 
format, a new motion picture takes 
audiences inside The Ohio Oil 
Company, of Findlay, Ohio, for 
a 27-minute color study of the 
kinds of questions faced from day 
to day by the company’s manage- 
ment. 

The film, You Decide, offers no 
easy answers to the questions 
raised but simply emphasizes the 
importance of the decisions which 
the company must make in an- 
swering them. 

Narrated by Frank Wilcox, the 
film is designed to leave the im- 
pression that the successful opera- 
tion of a company is not an 
automatic result of a changeless 
formula. Questions range from 
personnel issues, such as whether 
or not to allow employee coffee 
breaks, to decisions involved in 
exploring for new oil sources. As 
each question is posed, the action 
stops and the film asks that “You 
Decide.” 

You Decide was produced by 
Wilding Picture Productions, Inc. 
The film will be distributed to 
group audiences and _ television 
stations by Modern Talking Pic- 
ture Service, Inc. Ly 

* * * 

Axial Compressor Explained 
in Carrier Corp. Picture 

vw To familiarize industrial groups 
with its axial flow compressor, Car- 
rier Corporation is making use of 
a motion picture entitled /ndus- 
trial Compressors for Tomorrow. 

In Eastman Color, the film 
points to the axial flow compres- 
sor’s potential for the petroleum, 
petro-chemical and chemical in- 
dustries. The compressor’s indus- 
trial applications are in the manu- 
facture of high octane gasoline, 
synthetic rubber, liquid fertilizer 
and the fractionalization of gases 
for use as petro-chemicals. The 
compressor likewise serves in the 
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atomic energy field and in aviation 
technology and research. 

Produced by Sam Orleans and 
Associates, Inc., of Knoxville, 
Tennessee, the film shows the com- 
pressor’s mechanical principle of 
blades rotating at close tolerances 
between stationary blades to move 
gases in tremendous volume and 
under pressure. Also depicted are 
steps in the manufacture of an 
axial flow compressor—from un- 
shaped metal to a precision-ma- 
chined giant. 

Aimed at mechanical engineers, 
professional groups and laymen, 
Industrial Compressors for To- 
morrow may be borrowed from the 
Carrier Corporation at Syracuse, 
New York. Ge 

* * * 
Film, “This Is Flexoprint”’ 
Released by Remington Rand 
ve Advantages of using Flexoprint 
to produce or revise lists of all 
kinds are depicted in This Is 
Flexoprint, a new 16-minute color 
motion picture released by Rem- 
ington Rand Systems Division of 
Sperry Rand Corporation. 

The new film demonstrates the 
time, cost and work-saving values 
of Flexoprint as compared with 
the typesetting method. 

The film is being made available 
on free loan. Persons interested 
in obtaining the film should contact 
any local Remington sales office. 
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* Ability Indicated by awards — Proved by results 
More than 20 years with all types of production, 


* Experience nationwide clientele. 


ili Animation — Location — Studio 10,000 sq. ft. fully 
_ Faci ities equipped: Mitchell, Stancil-Hoffman, Telefunken, M-R, Moviola. 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS 


MITCHELL Mole Richardson 
16mm Bardwell McAlister 
35mm Standard Colortran 
35mm Hi-Speed Century 
35mm NC ® 35mm BNC Cable 
Spider Boxes 
BELL & yo" " Bull Switches 
Standard * Eyemo ® Filmo Strong ARC-Trouper : e 
10 Amps 110V AC Sooow- Scrims © Flogs 
ARRIFLEX 2000W-750W Ye a A 
16mm ¢ 35mm CECO Cone Lites eee 
(shadowless lite) 
WALL Gator Clip Lites 
Barn Doors 
Diffusers 
Dimmers 
Reflectors 


LIGHTING EDITING 


Moviolas ® Pewinders 
Tables * Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 
2 Steps * Apple Boxes 





SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


35mm single system 


ECLAIR CAMERETTE 
35mm * 16/35mm 
Combination 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer * Bolex 

Blimps ® Tripods 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform © Western 
3 Wheel Portable 


Portable Mike Booms 
Portable Power Supplies to 
Operate camera and recorder 


WE SHIP VIA AIR, RAIL OR TRUCK 


ZOOMAR 35mm 


FRANK C. ZUCKER 


Gist Curie: Tie 


Dept. § 315 West 43rd St., 
New York 36, N. Y. JUdson 6-1420 
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A scene in Gulf Oil's new research center at Harmarville, Pa. 


The Search That Never Ends 


Gulf Oil Tells of Its "Constant Quest” for Better Products 


Sponsor: Gulf Oil Corporation. 


TitLe: The Constant Quest, 28 
min., color, produced by Mode- 
Art Pictures, Inc. from a script 
by Craig Thompson. 


The scope of scientific opera- 
tions at Gulf Oil Corporation's 
new research center at Harmar- 
ville, Pennsylvania, is advanced in 
the theme of The Constant Quest, 
new 28-minute color motion pic- 
ture sponsored by the Corporation 

The film depicts the “constant 
quest” of more than 1,500 em- 
ployees of Gulf Research & De- 
velopment Company who labor in 
many areas of oil industry re- 
search, utilizing the Harmarville 
facilities which were shown to in- 
dustrialists, scientists and _ the 
press at an open house last spring 

These facilities include a lab- 
oratory where motor fuels and 
lubricants are tested with the en- 
gines for which they were devel- 
oped and an atom smasher which 


Showing Students How 


Sponsor: General 


Corp 


Telephone 


TITLE: The Marvel at 
Fingertip, 15 min., ssf, 
produced by Industrial 
Producers, Inc. 


Your 
color, 
Film 


¥ This school-use program is the 
first in a series designed to ex- 
plain the story of the telephone 
It encompasses booklets, teacher's 
guide and the film, prepared to be 


bombards substances with 3 mil- 
lion volts of electrical energy. 

The Constant Quest pictorial- 
izes a multi-minded search that 
experimentally pits monstrous flies 
against new insecticides, probes 
nuclear science and develops such 
technical aids as the airborne 
magnetometer for oil exploration, 
a “profile printer” which cuts oil 
hunting costs, and “In-situ com- 
bustion”—which uses fire to re- 
cover oil. 

Designed for showings to Gulf 
employees in the United States and 
overseas, to Gulf dealers and dis- 
tributors and to business and civic 
organizations and television audi- 
The Constant Quest was 
produced by Mode-Art Pictures, 
Inc., Pittsburgh, from a script by 
Craig Thompson. 

The film can be used on black/ 
white or color tv. Requests for 
loan prints should be made to: 
Gulf Oil Corporation, Room 1300, 
Gulf Building, Pittsburgh 19, Penn. 


ences, 


Modern Marvel Works 


used either as a silent filmstrip or 
sound slidefilm. 

The film shows what happens 
when the receiver is lifted, the 
functions of the switchboards and 
other apparatus at central office, 
and inter-city operation. 

General Telephone, with affili- 
ated local and regional telephone 
companies throughout the country, 
is Offering the new program to 
schools gratis, via its local com- 


panies. ee 


CASE HISTORIES OF OUTSTANDING NEW PICTURES 


Gordon Bids for Vodka Sales 


Caravel's High-Style Production of "The Gordon Story" Helps 
to Launch This Distiller's New Product With High-Flying Sales 


Sponsor: Gordon’s Dry Gin Com- 
pany. 


TitLe: The Gordon Story, 20 
min., color, produced by Cara- 
vel Films, Inc. 


Gordon’s Dry Gin Company has 
never been one to rush in helter- 
skelter for new fads. For 189 
years, the company has distilled 
but one product: gin. That it is 
“the best gin in the world” seemed 
to be enough. 

It was enough—until the Ameri- 
can consumer unaccountably put 
the gin bottle farther back on his 
shelf and started to pour vodka 
with a relish that amazed even the 
keenest students of the distilling 
industry. 

After three years of overall 
downward gin sales and upward 
vodka sales, and the emergence of 
150 different new vodka brands 
on the market, Gordon’s knew that 
tradition would have to be laid 
aside — if John Public wanted 
vodka, Gordon’s would provide. 


Designed as a “Sales Starter” 


It was a late start, but Gordon’s 
fine name was thought to be 
enough to leapfrog the brand well 
up in the national sales picture. To 
get Gordon’s vodka moving fast, 
the firm’s advertising agency, L.H. 
Hartman Co., Inc., decided that 
a well-planned, informative film 
would be the only medium to do 
the job. It would be the inspira- 
tional “starter” for kick-off dis- 
tributor meetings, top sales pro- 
motional fodder for later retailer 
gatherings, and finally an interest- 
ing program-filler for general pub- 
lic group audiences. 

Gordon’s reputation, one of the 
oldest and most respected in the 
industry, provided the framework 
for the film. Caravel Films pro- 
duced it in the grand manner— 
with high style, elaborate sets and 
costumes, and based on the theme 
“We Were There,” reminiscent of 
the television program, “You Are 
There.” Walter Cronkite was en- 
gaged to narrate. In addition to 
the lavish sets and many actors, 
liberal use was made of old Eng- 
lish prints, cartoons, ship models 
and other static materials for 
bridges between different eras in 
the company’s history. 

Arthur B. Modell, vice presi- 
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dent of the Hartman agency, who 
supervised the film project, said 
he never considered anything else 
but film to do the job properly. He 
feels that film is a complete and 
lasting package, exactly tailored to 
the sponsor’s needs and constantly 
available for secondary use in doz- 
ens of ways. 


Film Proves Real Door Opener 

For instance, Gordon’s intro- 
duced the new product city by city 
with sales management teams on 
hand in person to back up the film. 
This gave maximum impetus, Mr. 
Modell believes, and the film dove- 
tailed perfectly into introductory 
sales, sales promotion and adver- 
tising plans for each new region. 
Compare this, Mr. Modell says, to 
closed circuit, which is here today 
and gone tomorrow. 

How did it work out? The best 
answer is that Gordon’s vodka is 
off to a flying start. The company 
has been told that its introductory 
campaign was the “most interest- 
ing” ever presented in the liquor 
industry, meanwhile a large num- 
ber of requests are piling up for 
bookings of the film in general 
public showings. eg 

cad 9 * 
Film Story of Bell System 
* During 1958, the Editors of 
BUSINESS SCREEN will present a 
feature-length report on the film 
activities of the Bell System 
throughout the U.S. I 





POSITION WANTED 
Producer-Director Unit 
Manager, now heading film de- 
partment 


and 


national or- 
ganization. Writer: 
Able Administrator; Skilled 
Editor; Thoroughly competent 
Director of more than 50 docu- 
mentary, training and public 
relations films. Knows film 
utilization and distribution, In- 
terested in with 
business film producer, indus- 
trial film unit, or film labora- 
tory offering producer services. 
Mature enough (age 47) to 
get along with people at all 
management levels. Location 
unimportant if job offers future. 


Write Box BS-4A 


BUSINESS SCREEN 
7064 Sheridan Road * Chicago 26, Hl. 


large 
Creative 


connection 
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Conference Wasting Execs 
Caught in Training Films 


vr Two executive types who defeat 
the purposes of a conference and 
thus waste ability, time and money, 
are exposed in two work simpli- 
fication films produced and cur- 
rently distributed by Allan H. Mo- 
gensen, New York City. 

The conference confounders 
dealt with in 16mm color and 
sound are: the boss who does all 
of the talking and the boss who 
calls one man after another into a 
meeting and repeats the entire sub- 
ject under discussion to each new- 
comer. 

The “Yes-Man” Conference, 12 
minutes, spotlights the “tell’em” 
boss who monopolizes the meeting 
—a fiasco in which only his two 
yes-men “participate.” To him, 
the echo boys are the only smart 
men on his team. This boss dis- 
covers that he’s not tapping the 
brain power of his organization. 
He learns to make use of his staff’s 
talents. 

The “Snowball” Conference, 12 
minutes, shows the folly of the re- 
dundant boss who wastes confer- 
ence time by poor planning. Under 
this chief, the conference bumps 
along down hill gathering new 
members as it goes but getting 
nowhere. Later, the film shows the 
right way to call a conference. 

Another company culprit is ap- 
prehended in a third Mogensen 
film, Loose Screws at the Screw- 
ball Machine Works. This is a 15- 
minute portrayal of a foreman who 
is “too busy to be efficient.” Fore- 
man Charley’s desk and office are 
a mess. A meeting on costs, waste 
and spoilage fumbles because of 





Complete Facilities 
Under One Roof 


© PHOTOGRAPHY 
Titles and Animation 

® SOUND RECORDING 
Optical Effects 

© COLOR PRINTS 
Kinescope Recording 

© FILM EDITING 


Interlock Projection 


22 Years Experience 
Highest Quality 
Technical Ability 


W. A. PALMER FILMS, inc. 


611 Howard St., San Francisco 
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continual interruptions. Charley 
discovers his job is running him. 

These three films were enacted 
by graduates of the Allan H. Mo- 
gensen Work Simplification Con- 
ference in the Cleveland area. 
The “Yes-Man” Conference won 
a special award in the Work Sim- 
plification Film Festival sponsored 
by the 21st Annual Time and Mo- 
tion Study and Management Clinic 
in Chicago last fall. 

The films are available for the 
purchase price of $85.00 each from 
Allan H. Mogensen, 45 West 10th 
Street, New York 11, N.Y. ye 

* x * 
Care and Handling of Doors 
Subject of This New Film 
vr If you’re like most other people, 
you probably take doors pretty 
much for granted. You use them to 
get into and out of a building, and 
as far as you’re concerned that’s 
about all there is to it. 

The fact is, though, that doors 
aren't just used; they’re abused, 
too. How to take proper care of 
doors is the subject of a 20-minute 
color film, The Need for Door 
Control, sponsored by Glynn- 
Johnson Corp. and produced by 
Kennedy Film Productions. 

Doors are the moving parts of 
a building, the film points out, and 
their movement should be under 
constant control. 

First, the door should be stop- 
ped; second, the stop should be 
cushioned; third, provision should 
be made for holding the door open; 
and finally, the door should be 
kept from hitting the wall, or any 
other object. 

The film shows some of the 
things that doors are subjected to 
—forced and violent opening, not 
only by people but by winds and 
drafts, too—and suggests many 

means by which door action can 
be controlled. ag 
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National Screen Service to 
Distribute Telemat Ad Films 

Telemat, Los Angeles adver- 
tising film production company, 
has announced an affiliation with 
National Screen Service Corpora- 
tion. Sales and distribution of Tel- 
emat’s animated cartoon commer- 
cial library service will be handled 
exclusively by National Screen 
Service. 

Regional indoctrination sales 
meetings for National Service’s per- 
sonnel were conducted by Burton 
E. Robbins, sales vice-president of 
the distributing corporation, and 
Sidney V. Freeman, Telemat sales 
manager. National Screen Service 
Corporation has 27 branch offices 
across the nation. I: 
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New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector... to 
fill your exact requirements for clear, 

brilliant projection. 


Blue Tops offer these superior qualities: 


Brighter . .. Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops 
machine-made filaments assure pictures 
bright as life. 


Cooler... Ceramic Blue Top is bonded to the 
glass for improved heat dissipation 
operation assures longer lamp life 


cooler 


Longer Lasting .. . Exclusive Sylvania shock 
absorber construction protects filaments from 
vibration damage. 


Use Sylvania Ceramic Blue Top in your projector 
... your slides and movies deserve the best! 


SYLVANIA ELECTR 


Propucts, INc., 1740 Broadway, New York 19, N. ¥Y 


¥ SYLVANIA 


. . + fastest growing name in sight! 


LIGHTING + RADIO ELECTRONICS - TELEVISION ATOMIC ENERGY 


OUR EXPERIENCE 


IS VOUR KEY TO 


SERVICE & DEPENDABILITY 





CAMART TV CAMERA DOLLY MODEL III-B 


* Boom arm and 
lowers boom so that you 
can film while the camera 
is being moved. Can be 
lowered to 2 ft. or raised 
to almost 7 ft. high. 


raises 


* Four rubber-tired 10 
ball-bearing wheels for 
smooth, silent movement, 
in alignment for use with 
dolly tracks. Locking ad 
vice for straight run. 

¢ Counter Balanced 
spring action permits ac 
curate balance for any 
motion picture 
with blimp, or 

television camera 


$1975.00 rox N. ¥ 


Dolly tracks available 


in use BY FORD MOTOR COMPANY 


and Aerojet Corp., Philco Corp., 
Bell Aircraft Co., Eastman Kodak Co., 
and many Government and State Agencies 


ue CAMERA MART i«. 


NEW YORK 23 


camera 
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Scene in Rock City Gardens. 


Tennessee's ‘Eighth Wonder” 
Pictured in Natural Beauty 

% The beauties of Rock City 
Gardens, on top of Lookout Moun- 
tain in Tennessee, are considered 
one of the most famous sights in 
the South. Not only are the 
strange and unusual rock forma- 
tions wonderful to see, but the 
burst of blazing color from the 
floral life planted in surrounding 
areas is an added delight t 
the eye. 

The Rock City Gardens authori- 
ties felt, and rightly so, that this 
sight was something to be shared 
with everyone. They therefore 
decided to have a film produced 
which would illustrate the wonders 
of nature’s work and also promote 
the area as a tourist attraction. 

The result of this decision is 
The Eighth Wonder, an 18-minute 
color film produced by Continental 
Productions. Early in the story, 
the narrator explains, with the 
assistance of charts and graphs, 
the geological principles causing 
the rock formations. Then the 
viewer sees the gardens and the 
mountain for himself while the 
narrator points out the many spe- 
cial attractions there. 

Modern Talking Picture Service, 
Inc., is distributing prints on a 
restricted area basis to groups in 
the Southeastern states. 1 
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Film on Photography Released 

Techniques for 35mm and re- 
flex camera photography are shown 
in Let’s Take Pictures, a 13-minute 
free loan film distributed by Busi- 
ness Education Films, 4607 16th 
Avenue, Brooklyn 4, New York 

Available to adult groups, 
schools and television, the film 


covers various problems of pic- 
ture taking—from fast-action shots 
at a track meet to glamour por- 
traits. Wy 








CFFECTIVE SOUND SLIDEFILM USE IN AUTOMOTIVE SALES TRAINING 


Truck Body Manufacturer Sponsors Training Program 
to Erase “Soft Spots’ From Dealers’ Sales Approach 


A new audio-visual pitch out of 
Detroit hopes to make “creative 
salesmen” out of the country’s 
truck dealers and salesmen. 

First sales training program ever 
to be directed to truck dealers and 
their salesmen is now in national 
circulation by Ford, Chevrolet, 
Dodge, General Motors and In- 
ternational Harvester to their en- 
tire dealer organizations. 

Developed by the Perfection 
Steel Body Company of Galion, 
Ohio, this basic training program 
for truck dealers marks the first 
time a truck equipment manufac- 
turer has produced an educational 
sales service, with the active en- 
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Hundreds of 
different styles... 
in sizes up to 

72 points. 
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dorsement and support of truck 
manufacturers. 

Perfection’s current merchan- 
dising program shows how You 
Can Sell Truck Equipment. It is 
being sent direct from Detroit by 
the individual automotive com- 
panies to their zone managers, 


sales engineers, sales specialists 
and all dealers. It is also being 
incorporated in truck training 


workshops and schools. 

The kit includes a slide film; a 
recording covering three-quarters 
of the film; meeting guide and 
reading script for the last quarter 
of the film; wall chart; ten printed 
books on the title subject; six 
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‘set’ your Own headlines 





No Dark Room, No Trays... Completely Automatic...! ¢ 


Simply spell out the headlines you want and in little more than a minute the 


HEADLINER will automatically deliver micro-sharp copy...completely smudge- 
proof...ready for paste-up! The great variety of type styles and sizes will give 
you limitless display type for any reproduction method, projection use, and even 
for signs, nameplates, tags, etc. Your office girl operates the HEADLINER. 
Send for samples and literature. 


VARI-TYPER CORPORATION SUBSIDIARY OF ADDORESSOGRAPH-MULTIGRAPH CORPORATION 


For Full Information, Fill in Below and Mail This Entire Ad To..... 
VARI-TYPER CORPORATION 720 FRELINGHUYSEN AVE., NEWARK 12, N.J. 
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@ Please send HEADLINER BOOKLET 35 
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copies of a full-line folder for 
dealer use; and a return card for 
additional material and meetings. 

Three additional sales packages 
following the same general format 
are scheduled for later release. 
These will cover What's Ahead 
for the Truck Salesman; Selling 
Tandem Dump Trucks; and The 
Case for Dump Trailers. 

Conceived by president Ralph 
Cobey and vice-president Her- 
bert T. Cobey, in association with 
R. N. Rick, sales promotion and 
advertising director, Perfection’s 
merchandising program was filmed 
by the Jam Handy Organization, 
Detroit, and written by Harry N. 
Taylor. 

In bringing its new audio-visual 
presentation to truck dealers over 
the country, Perfection aims at 
revitalizing its own distributors 
while aiding in the training of 
dealers’ retail salesmen to become 
better truck salesmen. 

Besides the five leading truck 
manufacturers now participating in 
the program, White, Mack, Dia- 
mond T, Reo and others are also 
expected to add Perfection’s ser- 
vice shortly. 

In the retail end of the truck 
business, particularly in the area 
of truck merchandising through 
dealers who sell both cars and 
trucks, several soft spots have 
concerned management of both 
truck and truck equipment manu- 
facturers. 

Lack of sufficient product sell- 
ing; lack of knowledge about 
equipment and how to sell it by 
far too many retail salesmen; lack 
of the kind of cooperation between 
dealer and equipment distributor 
that results in the purchaser getting 
the proper size and type truck; a 
tendency toward cut-price selling 
by both truck dealers and body 
and equipment distributors; these 
factors have threatened the profit 
potential. 

By Perfection’s definitive train- 
ing program, it is hoped the busi- 
ness of merchandising product 
transportation will be re-estab- 
lished on a more sound and prof- 
itable basis for all. Ly 
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Slidepix on Storage Battery 
Sponsored by Exide Division 
vx Facts About Storage Batteries, 
a new educational sound slidefilm 
kit, has been released by Exide 
Automotive Division of the Elec- 
tric Storage Battery Co. of Cleve- 
land, Ohio. 

The slidefilm kit is available 
without charge to vo-ag and auto 
mechanics instructors in junior and 
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senior high schools. The kit con- 
sists of a 59-frame color filmstrip, 
a 33 1/3 rpm phonograph record 
of 13 1/2 minutes running time, 
a teacher’s guide and a wall chart. 

The filmstrip illustrates the 
function of the storage battery in 
the electrical system of a car, the 
battery’s construction and opera- 
tion, and rules for proper battery 
care. 

Facts About Storage Batteries 
was produced by Training Films, 
Inc. of New York City and is part 
of the TFI series on motor ve- 
hicles. Schools may obtain the 
filmstrip by writing (on school 
letterhead) ) to Educational Film 
Division, Exide Automotive Div., 
The Electrical Storage Battery Co., 
Box 6266, Cleveland 1, Ohio. & 
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“Plain Clothes Story” Tells 
How Clothes Make the Man 


vv A color-sound slidefilm titled 
A Plain Clothes Story has been 
produced by the CHICAGO TRIBUNE 
in cooperation with the Chicago 
Chapter of the American Institute 
of Men’s and Boys’ Wear. The 
18-minute slidefilm tells the story 
of how clothes can work for men. 

Instead of using professional 
models, the TRIBUNE used several 
of its employes for leading roles in 
the film. Jim Roberts, six-feet- 
six, and Bill Bowen, a six-footer, 
both from the neighborhood divi- 
sion of retail advertising; and 
Frank Ryan, five-feet-five, a mem- 
ber of the paper’s promotion staff, 
are the principal characters who 
show how men’s apparel can do its 
three basic jobs: 

1) Fit—feeling good and com- 
fortable. 








IT MAKES 


HEAVY DUTY 
SHIPPING CASES 
FOR ROUND FILM CANS~.. 


2) Fit-in—social comfort from 
proper wardrobe. 
3) Flatter—looking one’s best 


“in good taste.” 


In making this film, the TRIBUNE 
used production facilities of Fran- 
cisco Films for the still pictures in 
full color. Technical co-operation 
was furnished by members of the 
AIMBW. The script was written 
by Charles R. Lawrence of the 
newspaper's marketing depart- 
ment. 

Shooting locations included a 
near north side Chicago theatre, 
Tribune Tower, and a men’s ap- 
parel store which furnished the 
wardrobe. 

The strip film consists of ap- 
proximately 200 scenes on 35 mm 
strip, with LP sound recordings. 

* * * 

New Disc Tells “How” of 
Round-Table Sales Clinics 

vy A 12-inch LP phonograph rec- 
ord on conducting round-table 
sales conferences, called The Con- 
ference Road to Sales, has been 
produced by Porter Henry & Co., 
New York sales development and 
training firm. 

The 30-minute record drama- 
tizes the value of discussion-type 
sales meetings, tells how to get a 
discussion started and keep it go- 
ing, and how to organize and sum- 
marize the conference. It may be 
used as a guide for setting up a 
conference-type meeting and for 
training potential meeting lead- 
ers. yy 

* * * 
Sound Slidefilms in Review 

The application of sound slide- 
films in business and industry will 
be featured in these pages: watch 
for it! ny 
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WEST SUPERIOR STREET 


e No corners mean no weak points. 

© Made of hard vulcanized fibre 

e Heavily varnished outside and 
inside to make them even mort 
waterproof. 

e Durable handles and web straps 
on all sizes. 

e New flat type buckles for easy 
stacking. 






CHICAGO 10 ILLINOIS 
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N. 0.8. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19—Plaza: 7-0440—Cable: SOSound 
Western Branch: 633! Hollywood Boulevard, Hollywood 28, California—Phone HO 7-2124 


Ediola Action Viewer 
and Sound Reader 





$.0.S. Ediola Sr. Action Viewer. $139.95 
$.0.S. Ediola Optical 


Sound Reader 185.00 
$.0.S. Ediola Sr. Action Viewer 

with Sound Reader & Base 362.45 
$.0.S. Ediola Base only 49.50 





with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 


commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone or write us about it today! 








HOLLAND-WEGMAN PRODUCTIONS 


Buffalo 2,N.Y.,* Telephone: MAdison 7411 


197 Delaware + 





Qur Specialty... 
SALESMANSHIP on film 


As scores of top firms can tell you, there's no faster, 
more forceful way to put your message across than 


Available for 


Immediate Delivery! 
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It's time out 
(right) beats Boomer at Canasta 


Calling All Card Players 


America's Playing Card Manufacturers Sponsor a Picture to 


Remind Television Viewers Their 


Sponsor: Association of American 
Playing Card Manufacturers. 


TitLe: It's All in the Cards, 11 
min, color and b/w, produced 
by Pelican Films, Inc. 


Recent survey figures show that 
some 20% of homes do not own 
playing cards. On the presumption 
that card-playing has been over- 
looked in favor of television, the 
Association of American Playing 
Card Manufacturers has set about 
finding a method of showing the 
fun of cards to tv-equipped homes 

Public service television seemed 
to offer the most possibilities with- 
in the Association’s budget, and J 
Walter Thompson advertising 
agency decided on an animated 
film to be offered stations for this 
purpose 

Pelican Films, Inc. was selected 
to produce the film. Since the bud- 
get was quite limited, multi-cel ani- 
mation was held to a minimum and 
the animated effects were achieved 





Right: Mr. Boomer brings out the 


playing cards, and all's well . 





























from tv as 


Meek 


Product Also Entertains 


through techniques made possible 
by motorized camera equipment 
designed by John Oxberry. 

Two stylized characters, Mr. 
Meek and Mr. Boomer, are fea- 
tured in the film. Mr. Meek is a 
quiet little polltaker calling on Mr. 
Boomer who shouts and hollers 
with a voice like a bullfrog and 
exhibits the manners of a bull. Mr. 
Boomer likes television all right, 
but his special enthusiasm is card 
games. 

Mr. Meek asks Mr. Boomer if 
he watches television frequently 
and the answer is “yes.” Soon the 
conversation swings over to cards 
and continues on this subject till 
the final word is spoken. Although 
Meek claims he never plays cards, 
Boomer gets him to try gin rummy 
and later Meek wins, much to 
Boomer’s dismay. 

While the sound track carries 
the conversation between Boomer 
and Meek in this part of the film, 
several cost-saving techniques are 


Left: Mr. Boomer tries his 
hand at baby-sitting. He has a 
really rough time of it with the 

youngsters, until . . . 





Left: the playing cards we use 
so widely today actually were 


“invented” by early Chinese .. . 





used to add interest to the picture. 
As Boomer explains how George 
Washington, Napoleon and Colum- 
bus played cards, drawings of these 
characters flash on the screen. The 
camera focuses on one of these 
portraits at a time and they come 
alive through use of only a few 
drawings. 

To animate Boomer’s word 
story that tells how George Wash- 
ington kept a record of his card 
wins and losses, the scene flashes 
to a notebook showing the tally 
and another entry which reads 
“also crossed Delaware.” Napo- 


hitchen [reams 


U. S. Steel Turns a Booklet Into 


SPONSOR: United States Steel Cor- 
poration. 


TiTLe: Practical Dreamer, 13% 
min., color, produced by Haford 
Kerbawy and released through 
Association Films, Inc. 

Last year, United States Steel 
Corporation arranged with Vir- 
ginia Hart Wheeler, an architect 
and outstanding authority on kit- 
chen planning, to write a booklet 
entitled “Kitchen Planning Book.” 

The 30-page booklet was an 
immediate success, both in re- 
sponse from the public and in rec- 
ognition by manufacturers of U.S. 
Steel’s contribution to the market- 
ing of appliances, cabinets and 
other kitchenware. 

This year, U.S. Steel felt it only 
logical to pictorialize the book 
through a film. Practical Dreamer 
is designed to show the American 
housewife that she can have the 
kind of kitchen she wants. 

The film takes the audience in- 
to the dream of Edie Michaelson, 
a typical young housewife. Her 
old kitchen disappears and a mys- 
terious voice tells her that she can 
have a dream kitchen. The “voice” 
leads Edie through each step in 
planning her kitchen. 

The film explains that the basic 
kitchen is built around the log- 
ical arrangement of range, sink and 
refrigerator. The location of these 
appliances must be based on Edie’s 
own needs, preferences and space. 

The “voice” shows Edie how a 
modern kitchen may be equipped 
with a sewing center, management 
center, twin sinks, family living 
area, and even a snack bar for the 
children. Edie is taken through a 
variety of kitchen planning do’s 
and don'ts. 

Practical Dreamer has been de- 
signed particularly with television 


BUSINESS 


a fanned-out group of cards in his 
left hand with his right hand thrust 
typically into his jacket. Just be- 
fore the shot dissolves out, Na- 
poleon winks and pulls his right 
hand out of his jacket with a hid- 
den card. 

Designed as a modest public 
relations venture. /t’s All in the 
Cards has proved to be a sleeper. 
Demand has been so heavy that the 
original stock of prints available 
were quickly booked months 
ahead. With more prints now avail- 
able, the film is certain to reach 
hundreds of thousands of hitherto 
non-card-playing homes. a 


Can Come True 


a New Film for Homemakers 


programming in mind. U.S. Steel 
suggests stations may schedule it 
for public service sustaining use 
integrated in women’s service, 
cooking and home decorating 
shows; as filler following sports 





handy to 


Having kitchen 
makes family cookouts more fun. 


patio 


shows; or between “late” and “late, 
late” movies. The film may also be 
used as a commerical program for 
sponsorship by banks, kitchen 
dealers or utilities. U.S. Steel has 
provided stations with sample com- 
merical introductions for various 
types of sponsors. 

After April, promotion of dis- 
tribution and bookings will be 
handled by U.S. Steel Film Dis- 
tribution Center, 525 William 
Penn Place, Pittsburgh 30. Vg 

* * * 
Production Review Copies Now 
vv While the supply lasts, copies 
of the recent 8th Annual Produc- 
tion Review issue of BUSINESS 
SCREEN, a 200-page guide to the 
best in film production resources 
worldwide, are available at only 
$2.00 each. Sent postpaid if check 
accompanies order. 
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3M Tape Methods Shown 
in Picture “Two Billion Rolls” 


* Two Billion Rolls, a new 32- 
minute color motion picture pro- 
duced for Minnesota Mining and 
Manufacturing Co., St. Paul, Min- 
nesota, will be used for in-plant 
showings and as an external pub- 
licity film. 

The 3M film stresses the econ- 
omies of proper tape usage and the 
advantages of mechanically-dis- 
pensed-and-applied pressure sensi- 
tive tapes. It contains many on- 
the-job sequences, recorded in 
plants around the country, which 
show the “3M-matic” taping and 
dispensing methods designed by 
3M engineers. 

Sequences range from the op- 
eration of labeling chain auto- 
matically with tape labels to the 
making of a filterproof cover on 
pre-punched kitchen cleanser lids 
with squares of printed tape. The 
picture includes a simplified ex- 
planation of how “Scotch” brand 
tapes are designed for specific 
uses through various combina- 
tions of backing materials and ad- 
hesives. 

Two Billion Rolls illustrates the 
use of tape in fabricating shoes, in 
merchandising products through 
the use of inexpensive, easily as- 
sembled multi-pack units, and in 
holding 13-ton coils of steel rib- 
bon with a foot-long piece of fila- 
ment tape. 

Showings of Two Billion Rolls 
before civic groups and clubs can 
be arranged by contacting: Min- 
nesota Mining and Manufacturing 
Co., 900 Bush Street, St. Paul 6. 
Minnesota, or by contacting local 
3M salesmen. es 

* * x 
“Let's Take Pictures” 
Visualizes Photo Technique 

+ Let's Take Pictures — promo- 
tionally urges the title of a new 
13-minute motion picture spon- 
sored by Riken Optical Industries, 


[Library | 


TITLE 











New York City, manufacturers of 
Ricoh Cameras. The film shows 
camera fans technique in reflex, 
16mm and 35mm photography. 

Available for television and 
group showings, Let’s Take Pic- 
tures visually discourses on sev- 
eral picture-taking problems, from 
fast-action sport shots to studio 
portraits. The film gives guidance 
on adjusting to different lighting 
conditions and offers counsel on 
the use of the flash. Photo enthu- 
siasts can see a professional in ac- 
tion as the film visits the studio 
of Dan Wynn, fashion photogra- 
pher. 

Featured in the film are the 
Ricoh “500” 35mm camera, the 
Super Ricohflex twin-lens reflex 
camera and the Ricoh Golden “16” 
miniature 16mm camera. 

Let’s Take Pictures was written, 
directed and produced by Vernon 
Delston, radio-tv director of Kam- 
eny Associates of New York, 
Ricoh’s advertising and public re- 
lations agency. Inquiries on ob- 
taining the film for groups or tv 
showings should be directed to 
Riken Optical Industries, 521 
Fifth Avenue, New York, N. Y. & 

o a * 
Colortech Announces New 
Film Animation Method 

Colortech Films, Inc., New 
York, has announced a new meth- 
od of film animation through elec- 
tronic instrumentation. The com- 
pany says it can now produce 
animated film in b/w and color, 
on 16-35-70mm films at less than 
required for conventional anima- 
tion. 

The new process works from sin- 
gle pieces of b/w art or still pho- 
tography print, which is then con- 
verted into electrical signals that 
are controlled and moved at will 
in any given direction and are 
then turned into animated se- 
quences. These sequences are then 
transferred for reproduction onto 
standard film. i 






G 
Library 





MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 


For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 
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with movies! 


ASK ANY 


THE NATION 


PRODUCTIONS 


2130 South Bellaire Street 
Denver 22, Colorado 


Phone SKyline 6-8383 


Ne a sar 
Professional Motion 
Picture Production... 


SERVICES AND FACILITIES 


@ 40’ x 60’ Air Conditioned Sound Stage 
@ RCA, Westrex and Ampex Recording Equipment 
@ Mitchell Cameras 


@ Mole Richardson and Bardwell Lighting and Grip 
Equipment 


@ Experienced and Cooperative Staff and Crews 
@ Location or Studio - 16mm - 35mm 
For information call F. William Hart, 
Vice-President and Manager Lincoln 6-8822 


NATIONAL FILM STUDIOS 


(formerly Capital Film Studios) 


105 11th Street, S.E. Washington, D. C. 


55 





The A-B-C 
of a Good Producer 


is for Architectonic — the 
art of systematizing 
knowledge. 


is for Background. Back- 
ground enables one to 
remember some things and 


forget others. 


is for Counsel. “They 

that will not be coun- 
seled cannot be helped.” 
Franklin. 


STARK FILMS 


Since 1920 


Producers of 
Motion Pictures that sell 


BALTIMORE 1, MARYLAND 


Net A Big Company, 
but A Bright Concern 





For 1émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 


Motion Picture Service 
7315 Carnegie Ave. 
Cleveland 3, Ohio 


Technical Service Announces 
16mm Projector Improvement 

An improved take-up mechan- 
ism for the 16mm sound motion 
picture projectors manufactured 
by Technical Service, Inc., Li- 
vonia, Michigan, has been an- 
nounced by the company. The new 
design allows the film to travel 
from the projector to the take-up 
reel without excessive tension, it 
is said. 

The take-up mechanism also fits 
TSI and DeVry projectors now in 
use. A slight modification is re- 
quired. It can be made by any of 
the TSI authorized service stations 
throughout the country. 

“Being the recent purchasers of 
the well-known DeVry projector 
design and production tools, we 
are pleased that this new, improved 
take-up can be offered to the thou- 
sands of DeVry owners at very 
low cost,” commented E. H. Ler- 
chen, TSI president. The take-up 
unit is available to current pro- 
jector purchasers at no increase in 
price. a 

* * ~ 
Fishpole Type “Mike” Boom 
Is Developed by Cinekad Co. 

A new telescoping fishpole 
microphone boom, designed to al- 
low effective microphone place- 
ment in situations where a per- 
ambulator or a_ stand-mounted 
boom would be inaccessible or too 
cumbersome, has been developed 
by Cinekad Engineering Co., New 
York City. 

Monopod feature permits op- 
eration of the boom for long peri- 
ods without tiring the operator, 
it is said. Microphone cable is 
installed inside the boom to elimi- 
nate cable noise and allow easier 
movement of the unit. The entire 
boom telescopes from 6% to 12 
feet in length, and will fit into a 
car a 

*« * * 

Sharper Images Promised 
with Da-Lite Vinyl Screen 

* A new Da-lite motion picture 
screen with a lenticulated silver 
screen surface has been introduced 
by Da-Lite Screen Company, Inc., 
Warsaw, Indiana. 

As described by the manufac- 
turer, the new screen features an 
optically correct reflecting surface 
which concentrates projected light 
for a wide viewing angle, without 
distortion. By giving more bril- 
liance and sharper contrast, the 
screen is suited to projecting sharp- 
ly focused pictures and for stereo 
projection, the manufacturer says. 

Made of heavy-duty vinyl film, 
the screen is described as elastic, 
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non-tearing, durable, and fire and 
fungus-resistant. The surface is 
washable. The screen is mounted 
in “push-button” tripod mounts for 
controlled flatness. The Da-Lite 
screen is available in 40” x 40” 
and 50” x 50” sizes and is ad- 
justable for motion pictures. & 
x * * 

Improved Sound Featured in 

Kodak Pageant 8K5 Projector 
‘ Improvements in image quality, 
sound reproduction, design and 
appearance are claimed for the 
latest 16mm Kodak Pageant Sound 
Projector, Model 8K5, announced 


Kodak's Pageant Model 8K5 


by Eastman Kodak Company, 
Rochester, New York. 

The new Pageant’s improved 
sound reproduction is credited to 
an 8-watt amplifier and a 6” x 9” 
oval speaker, housed in a baffled 
enclosure for good bass response. 
Tone and volume controls are pro- 
vided. The amplifier is designed 
around printed circuits to assure 
positive response throughout the 
system, the manufacturer notes. 
Frequencies of 5-7,000 cps are 
covered. 


The new Pageant has a tungsten 
carbide toothed pulldown claw for 
long wear. Like other Pageant 
models, the 8K5 is designed for 
sound or silent speeds. It is fur- 
nished with a 2” focal length f:1.6 
Kodak Ektanon Lens. It will ac- 
cept 1%, 3 or 4” Ektanon Lenses 
or the Cine-Kodak Bifocal Con- 
verter which provides 15¢ or 214” 
lens effects. 


A 750-watt lamp is provided 
with the projector. A 1,000-watt 
lamp may be used. The Pageant 
accepts a PA-3 microphone and a 
normal plug-in night light. I 


TV-type Screening with 

New Pictur-Vision Cabinets 

vr Styled as a television set, three 
models of a new unit called the 
Pictur-Vision Projection Cabinet 
now are available for use with 
16mm and 8mm motion picture 
projectors and remote control 
slide projectors. The Pictur-Vi- 
sion models are manufactured by 
Picture Recording Company, 
Oconomowoc, Wisconsin. 

Pictur-Vision Models +16, 
#21, and #27 can be used in a 
lighted room to show motion pic- 
tures or slides. The units are sug- 
gested as a sales demonstration or 
training aid. The cabinets are 
equipped with mirror which is 
pulled up from the top of the unit 
to function with the projector. The 
projector rests on an adjustable 
shelf which rises at the rear of the 
unit. 

The rear shelf is raised to the 
proper height so that the projec- 
tor lens is centered on the mirror. 
When motion pictures are pro- 
jected, a small mirror on a flex- 
ible arm is added to reverse the 
film again before projecting it onto 
the cabinet screen. 

Picture Recording Company 
manufactures 35mm _ continuous 
advertising projectors but its Pic- 
tur-Vision model may be used with 
the movie and slide projectors of 
other manufacturers. The models 
provide a range of screen sizes: 
16”, 21”, and 27”. Pa 


* * * 


New Milliken High-Speed 
Camera Capable of 400 fps 

vy Development and production 
of two new high-speed intermit- 
tent motion picture cameras, cap- 
able of film speeds up to 400 
frames per second, has been an- 
nounced by D. B. Milliken Co., 
Arcadia, Calif. 

Two 16mm models (DBM III 
and DBM IV) provide 100-foot 
and 200-foot film capacities, re- 
spectively. High resolution and 
sharpness, coupled with high 
frame rate, is obtained by an in- 
termittent movement of new de- 
sign. Film is stopped completely 
during each exposure and locked 
in position by a register pin. 

Both models, powered by a 28- 
volt DC or 115-volt AC motor, 
operate at two standard speeds, 
200 and 400 fps. They are also 
available for 4, 8, 16, 32, 64, and 
128 fps operation when desired. 
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Model DBM III (less lens) is 
6%,” long, 4” wide and 5” high; 
Model DBM IV is 7%” long, 
4” wide, 534” high. Weights 
are 6 lbs. and 7% Ibs., respec- 
tively. The cameras have been 
tested successfully to 100 G’s. 

Standard equipment includes: 
pilot-pin registration, 28-volt DC 
motor, automatic film-footage in- 
dicator, dovetail baseplate, “film 
end” cut-off and safety switch, 
standard “C” mount lens plate, 
72° shutter, precision ball-bearing 
mechanism, and AN plug and re- 
ceptacle. A wide range of ac- 
cessories and optional features is 
also available. We 

a ~~ * 
Radiant Manufacturing Corp. 
Adds “Film Master” Screen 

The “Film Master,” a new glass- 
beaded projection screen, has been 
announced by Radiant Manufac- 
turing Corp., Chicago. 

Standard surface on the “Film 
Master” is Vyna-Flect, a beaded 
surface characterized as mildew 
and flame proof and as providing 
a durable whiteness. 

The “Film Master” also features 
a newly styled hexagonal screen 
case, chrome plating, sturdy metal 
castings, automatic leg opening 
and adjustability. The screen is 
available in eight sizes, from 30” 
x 40” through 70” x 70”. In all 
square sizes, screen surface for 
slides may be converted to oblong 
shape for movies. I 

* = = 

Portable TV Camera Pedestal 
Marketed by Houston Fearless 

A new lightweight, portable 
pedestal, designed to do the work 
of a tripod-dolly combination, has 
been announced by Houston Fear- 
less, Los Angeles, California. 

The new pedestal, PD-10, pro- 
vides a rigid, steady mount for all 
monochrome tv cameras from the 
Vidicon to the I.0., the manufac- 
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turer says. The unit will accept 
any standard head. Raising and 
lowering the camera is accom- 
plished by use of a hydraulic jack 
mounted on the center column. 
The pedestal has three 8” hard- 
rubber ball bearing wheels which 
can be locked in parallel for 
straight-line tracking or left free 
for greater maneuverability. The 
telescoping legs can be extended 
for extra stability or they can be 


shortened so the unit can be 
rolled through narrow passage- 
ways. Weighing 78 lbs., the new 


pedestal can be disassembled for 

transport to remote locations. } 
* * 

Op-Mag Reproducer Marketed 

by Reeves Equipment Corp. 

An optical and magnetic repro- 
ducer said to have good film mo- 
tion, efficient operation and cor- 
rosion-resistance in all climates is 
being introduced by Reeves Equip- 
ment Corp., New York City. 

Type OMD 135 magnetic re- 
producer employs the double fly- 
wheel system with a heavy Mu- 
metal shield covering head and 
sound drums. The optical repro- 
ducer part is on a separate panel 
and can be added later. All vital 
parts, including rollers, drums, 
and ball bearings, are stainless 
steel. None of the moving parts re- 
quires lubrication or maintenance. 

The magnetic reproducer’s con- 
trols are located on one panel. Re- 
wind time for a 2000-ft. reel is less 
than one minute. Maximum film 
capacity is 5000 feet of 35mm 
film. A micro-switch shuts off the 
motor at the end of the rewind. 
All internal connections between 
the control panel, motors, ampli- 
fiers, power supply, etc., are made 
through gold plated AN connec- 
tors. Modifications and additions, 
such as optical units or interlock 
motors, can be done in the field. 

(CONTINUED ON PAGE 58) 
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Daylight viewing of slides is made 
easy with BRH 750-watt unit... 


Bell & Howell Announces 
750-watt Slide Projector 

Automatic projection of slides 
in a lighted room is the capability 
of a new 750-watt model of the 
Robomatic slide projector announ- 
ced by Bell & Howell Company, 
Chicago. Featuring a 750-watt 
lamp with a heavy duty electrical 
circuit, the new unit throws sufhi 
cient light to show Superslides, 2” 
x 2” and Bantam slides without 
darkening the room, the manu 
facturer states. 

A new 500-watt version of the 
Robomatic projector also was an- 
nounced by Bell & Howell. A new 


750-Watt Robomatic Project 


case for these latest Robomatics 
provides room for such accessories 
as the automatic timer and cord 
power cord, a slide tray and a 
spare lamp 

In the new Robomatic projec- 
tors, the manual tray advance knob 
has been positioned by itself at 
the rear of the unit for easier lo- 
cation. The two new models have 
a 5” £:3.5 hard-coated lens and 
controls for vertical and horizontal 
leveling. The automatic timer af- 
fords variable time cycles from 5 
seconds to 60 seconds, in 5-second 
steps. A button permits changing 
time for one slide without chang- 
ing pre-set time on subsequent 
slides. iy 

+ oy * 

Eastman Kodak Announces 
Nonflammable Film Cleaner 

A New Kodak Film Cleaner 
said to eliminate any hazard from 
flammability in cleaning black and 
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white and color negatives or trans- 
parencies has been announced by 
Eastman Kodak Company, Roch- 
ester, New York. The cleaning 
solution is applied with a soft lint- 
less cloth to remove dust and dirt 
from films. ae 
* “* * 

Pro-Splicer Uses Mylar 

Tape, Speeds 16mm Repair 

A new motion picture film 
splicer, the HPI Pro-Splicer, using 
Quik-Splice Mylar splicing tape, 
enables editors to automatically 
butt splice 16mm film. Film ends 
are butted together and held per- 
manently with Mylar tape, a pre- 
sprocketed, self-adhesive _ plastic 
tape. 

The HPI Pro-Splicer is con- 
structed of stainless steel cutting 
blades accurate to .002” with a 
heavy cast aluminum, non-skid 
base. Each splicer has a self- 
contained compartment to hold 
additional Quik-Splice tape for 
instant use 

HPI Pro-Splicers are available 
for $9.95 including a free pack- 
age of tape through most motion 
picture equipment dealers. Addi- 
tional splicing tape is available at 
79c per package. The manu- 
facturer is Hudson Photographic 
Industries, Inc., Croton-on-Hud- 
son, New York. hy 

* - « 

New Stancil-Hoffman Model 
$7 for Field and Studio Use 

A new magnetic film recorder- 
reproducer has been announced by 
the Stancil-Hoffman Corp., Holly- 
wood, Calif. While the unit, desig- 
nated as Model S7, may be used 
for both field and studio recording, 
it is especially designed for master 
recording and re-recording. 

The Film transport mechanism 
is available for 16mm, 17'4mm 
and 35mm. Accessory kits are 
available for quick conversion from 
one film size to another, as well 
as two-speed operation for 45’ per 
minute and 90’ per minute when 
using 35mm or 17'%4mm. Also 
available is an optical playback kit 
which may be installed by either 
factory or user. 

Operating features include a 
large single film sprocket coupled 
to the drive system through a mag- 
netic clutch; this is said to allow 
a free-wheeling sprocket for high 
speed forward and rewind, while 
threaded, while assuring a positive 
lock when the clutch is engaged. 

Switches are located in the 


tight loop section so that if the film 
breaks or the reel ends, both mag- 
netic clutch and torque motors are 
automatically disconnected to pre- 
vent damage to film and sprocket. 
These same switches operate a 
“ready” light which shows that the 
film is properly threaded. 

Three positions — “thread,” 
“cue,” and “ready” — allow con- 
trol of the recorder-reproducer 
before it is operated. All opera- 
tions also may be controlled from 
a console position. 

Master recorder and dummies 
may be driven by their synchro- 
nous motors and/or interlock mo- 
tors. The motors have reserve 
power to drive 16mm projectors 
through interlock, eliminating need 
for a motor distributor system. 

* * ok 

Studying New 8mm Lamp 

for Use on Larger Units 

v Sylvania’s new “Tru-Flector” 
electric lamp, introduced for use 
with 8mm projectors, is now be- 
ing studied for application with 
16mm and 35mm projection equip- 
ment, the company reports. 

Features of new lamp include 
a built-in reflector and a sharply 
focused beam, which are claimed 
to make possible greater projec- 
tion power in a unit of smaller 
size. The unit for 8mm equip- 
ment is 3% inches long, and is 
rated at 150 watts. The company 
claims the lamp provides about 
the same screen brightness as the 
larger 500-watt types in wide use 
today. a 

By ok cs 
Projector Stand Introduced 
by Century Engineering Corp. 

; A new steel projector stand and 
cabinet has been marketed by the 
Century Engineering Corp., Chi- 
cago. 

The stand has an adjustable, 
tilting top, a chair height that tilts 
to any desired position to supple- 
ment tilting adjustment on the 
projector. The top is fastened by 
a set screw operated by hand 
knob. The tilting top is hinged 
and gives access to a storage com- 
partment for lenses, paper and 
other camera items or accessories. 

The cabinet has two sliding 
drawers that will hold 14 reels of 
16mm film or 26 reels of 8mm. 
Room is provided at the rear of 
the cabinet for storage of the pro- 
jector. The all-steel cabinet has 
a baked-on enamel finish and rests 
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on four non-slip cushions. The 
unit measures 11” x 17” x 
2414”. td 
X * * 
Realist “400” Projectors 
Handle All 2” x 2° Slides 
ve Two low-contour, compact pro- 
jectors which project any 2” x 2” 
slides, including 35mm and super 
slides, are being introduced by 
Realist, Inc., division of the David 
White Instrument Company, Mil- 
waukee, Wisconsin. 

Designed to project color trans- 
parencies on a 30” x 40” screen 
at a distance of 8 to 10 feet, the 
two new Realist models are the 
“400,” with a hand-operated, 
manual feed, and the “400-Auto- 
matic,” with an automatic slide 
changing system. 

In using the “400” projector, 
the slide is placed in the carrier at 
the right side. The carrier is 
pushed in and the slide previously 
viewed drops out of the projector 
through a slot at the left. The pic- 
ture blanks out between slides, the 
space frame of white light is 
eliminated. An elevating screw 
at the front of the unit is used for 
height adjustment. 

Up to 30 slides may be shown 
without changing the slide maga- 
zine of the “400-Automatic” 
model. The magazine slides into 
the right side of the projector at 
the back. When the slide changer 
is pushed in from the right side, 
the picture is shown. When the 
slide changer is pulled out, the 
viewed slide is returned to the 
magazine and a shutter closes off 
the light. As each new slide is 
viewed, the magazine moves for- 
ward in the projector housing. 
When the last slide has been 
viewed and returned to the maga- 
zine, the full magazine is pulled 
from the projector at the front. & 

* * °K 

New Kodak Slide Viewers 
Improve, Enlarge Pictures 

* Two new pocket color - slide 
viewers, improved versions of the 
Kodaslide Viewer, are now avail- 
able from Eastman Kodak Com- 
pany. 

One, the Kodak Pocket Viewer 
Model 1, is the same in appear- 
ance as previous models, but has a 
lens for improved viewing of 
slides, particularly 1144” x 1%” 
transparencies. 

Kodak Pocket Viewer Model 2 
features a large “reading glass” 
for viewing with both eyes. 

Both models come in several 
colors and fold compactly to fit 
in pocket or purse. Three sizes 
of slides fit into the new viewers 
—35mm, 828 and 127. Q: 
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Science Challenge: 
(CONTINUED FROM PAGE 20) 


to reach the parents of tomorrow’s 
scientists and engineers: 

Meet Your Science Teacher; 
What is Science Teaching?; Devel- 
oping Young Interest in Science, 
are suggested subjects. 

Some films are necessary as 
teacher indoctrination aids, and for 
use by PTA and other service or- 
ganizations: 

How to Start a Science Fair; 
Let’s Have a Junior Museum; 
How to Get the Most out of a 
Plant Tour, could be some titles. 

Vital to science teaching are 
films whose content involves dan- 
gerous, expensive, complex or 
time-consuming phenomena, such 
as experiments in the fields of 
atomic energy, electro mechanics, 
and certain aspects of chemistry. 

Comparatively few films in these 
categories are available today be- 
cause film companies cannot afford 
to produce them on speculation; 
and because corporations which 
could stand the cost haven’t been 
made aware of the need, or of a 
method by which to furnish them. 

Let’s admit we need these films, 
and that American industry can 
properly sponsor their production 
with the aid of competent indus- 
trial film producers and enlight- 
ened educational advisers. 


DAMAGED FILM 
REPAIRED BY 


Ie FILM DOCTORS: 


SPECIALISTS 









For All 16 & 35mm Films 
The Rapidweld Process Removes: 
* Seratches * Abrasions * Dirt 
* Oil Stains * Cures Brittleness 
* Repairs Damages 
Send for Free Brochure, “Facts on Film Care” 


rapid 
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President Eisenhower, in his ad- 
dress to the nation last November 
13, said: 


“You know, I think that many 
of us have been a little slow to 
realize that it is possible for 
almost everybody to share in 
science and engineering as an 
adventure. If we start early 
enough in school with mathe- 
matics and chemistry and phys- 
ics and botany, and if our teach- 
ers can make our young pupils 
see the real satisfaction in work- 
ing at science, then our young 
people, even if they do not be- 
come scientists or engineers, will 
experience a real excitement out 
of growing America.” 


Of course, there is more to this 
than the President mentions. Stu- 
dents entering the ninth grade “get 
the word” that certain courses are 
“poison.” Unfortunately, such ex- 
act sciences as physics, chemistry 
and mathematics often are given 
this label . . . they've earned it 
through the way they’re presented. 

Good instructional films will 
help greatly in changing these 
courses from “poison” to “real 
cool.” So will the influence of par- 
ents and others who influence 
youngsters’ judgment. If we “sell” 
these people on science, they will 
“sell” it to the youngsters. 

One thing more. We are accus- 
tomed to thinking of motion pic- 
tures as entities. They aren’t; at 
least, not in education. Film pro- 
ducers who participate in this pro- 
gram should be equipped to inte- 
grate with film productions the 
development of teachers’ guides 
and pupils’ study guides, and other 
audio-visual materials necessary to 
a well rounded program with the 
film as its base. Here again the 
Council could establish standards 
and formats. 

* x 

That is the plan. What can be 
done about it? 

Perhaps this magazine, or the 
Audio-Visual Association, could 
sponsor a founding conference to 
which industry executives could be 
invited. After that the Council (or 
“ABCDEF”) should properly be 
an instrument of industry, guided 
by competent educational advisers, 
to research the problems, finance 
and direct production of the films, 
and administer the initial distribu- 
tion of prints. 

Where there is a need, there is 
a challenge. Where there is a chal- 
lenge, there are men to accept it. 
This, I believe, is the greatest new 
challenge of the sponsored film 
today. Rm 















« A VITAL MARKET FACTOR -* 


The 1,821 Motion Pictures 
and Slidefilms Listed by 
283 Producing Companies* 
in the Recent 8th Annual 
Production Review Issue 
Were the Greatest Single 
Factor Influencing Every 
Phase of Non-Theatrical 
Business from Raw Film 
to All Physical Equipment. 
Juste ONE Magazine 
Blankets These Markets. 


*Additional hundreds of titles were produced by 
these companies beyond our minimum reference 
requirement. Total does not include television 


films or tv. commercials made by listed firms. 


“Since 1938 the LEADER in A-V Communication” 
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Merrell Makes Friends: 


(CONTINUED FROM PAGE THIRTY-FIVE) 


the name of Merrell in the pharmaceutical 
field. 

Merrell has been watching carefully the effect 
these films may have upon sales in drug stores 
or hospitals. Pharmaceutical selling is a curious 
mixture of the direct and the indirect. Whereas 
advertising in medical and allied journals, de- 
tailing, sampling, conventions, closed-circuit 
tv and direct mail all have a cumulative effect 
upon prescription drug movement, there has 
been no heavy reliance on films to “bring home 
the prescriptions.” The company now has con- 
vincing evidence that these low-cost educational 
films on the legal problems of medicine do 
favorably influence the man who prescribes the 
drugs. 

As do other pharmaceutical houses, Merrell 
distributes color 16mm films on strictly “medi- 
cal” subjects — operations, diagnostic tech- 
niques, product use, etc. They feel that, in gen- 
eral, audiences are smaller and costs greater 
when these films are compared with ones like 
The Medical Witness and The Doctor Defend- 
ant, 

Costs Less Than 10¢ Per Viewer 


Cost-wise, the program has been something 
of a phenomenon. Considering the fact that a 
specific audience was desired, it is estimated 
that all of this audience will be reached for 
less than 10 cents per impression. The cost of 
the entire program, production and distribution 
over a three-year period, it is anticipated, will 
be less than that of a single one-hour tv show. 

Merrell is advertising no product with these 
films. It is a professional relations service to 
physicians and their professional relatives, the 
lawyers. Here is soft sell with a hard punch. 


Films in Demand for Overseas Use 

An interesting sidelight on these films is that, 
despite the differences in laws of evidence and 
legal procedures, both of the films are in de- 
mand in England, Canada and Australia, all of 
which are serviced by Merrell’s foreign division. 

Third film in the series, now in production, 
will cover traumatic neurosis, a most important 
problem in personal injury cases. Future films 
will deal with the Medical Examiner, Forensic 
Psychiatry, both civil and criminal, and other 
subjects of interest to both physicians and 
lawyers. 

By combining their efforts, producer and 
sponsor have managed to analyze a specialized 
audience and plan an approach which develops 
the greatest number of effective audience im- 
pressions through a motion picture program. 


Merrell Has Pioneered a New Path 


For the most part, the pharmaceutical field 
has confined itself to direct or institutional sell- 
ing, and the production of audio-visual mate- 
rials related to individual products. In the 
Merrell program, the field has found an entire 
new use for the motion picture media which 
presents interesting future possibilities. 

Dynamic Films, Inc. reports that several of 
its other pharmaceutical and medical clients 
have begun to think in these terms. The result- 








Good casting brings “real people’ to the 
screen in all of the Merrell films made in 
the “Medicine and the Law” series to date. 


ant gain, due largely to Merrell’s farsightedness, 
will be shared by both the sponsored film in- 
dustry and the pharmaceutical field. 

In addition, the success of the Merrell series 
has been such that the American Bar Associa- 
tion has signed a contract with Dynamic for 
participation in a similar series to be made 
available to an approved sponsor with a similar 
interest in the legal field. This series would have 
tv and general audience release, as well as 
release before the legal audience. Va! 

* * a 
400 Films from 29 Countries 
Compete at the Brussels Exhibition 


More than 400 films from 29 countries are 
now being screened by the Selection Jury, 
competing for honors and cash awards in the 
International Experimental Film Competition 
being held during the Brussel’s World Fair. 
An all-Belgian jury is expected to announce 
winners in April. 

Films admitted to the Competition by the 
Selection Jury will be projected in the small 
auditorium of the Exhibition beginning April 
21st. Announcement of the winners will be 
made on April 27th in the 2000-seat large 
auditorium. 

The first grand prize of 500,000 Belgian 
francs ($10,000) was donated by Gevaert 
Photo Products and a second grand prize of 
250,000 francs ($5,000) is given by SIBIS, 
a Belgian film producing company. | 
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Texoprint Talks Sales 


Kimberly -Clark Uses Film Technique 


Send 
| to Stimulate Use of Its Printed Media Your Film 


SPONSOR: Kimberly-Clark Corporation. To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 


TITLE: Texoprint, 13 min., color, produced by 
Morton Goldsholl Design Associates, Inc. 





Smart is the descriptive word for a new 13- 
minute color motion picture which, unburdened 
by title and credit frames, begins at once with 
suave symbolism to sell Texoprint, a latex-im- 
pregnated paper product of Kimberly-Clark 
Corporation. 








| Our Lightweight 
Sound Slidefilm 
Machines Are Famous 





If smart describes the film’s technique, the 
word also would seem to serve as an evaluation 
of the film’s worth as a sales medium—judging 
from reported reactions at initial screenings. 
Morton Goldsholl Design Associates, Inc., Chi- 
cago, produced the film as the final stim- 
ulant in its campaign of printed matter de- 
signed to boost the sales of Texoprint. 


SPEED QUALITY 























e Famous for Clear Sound. 





Personalized 
e Famous for Having the Complete 


Unit in One Case. 











MOTION PICTURE LABORATORIES, INC 
Phone BRoadway 5-2323 
1672 Union Ave., 


e Famous for Perfect Focus. ais 
Texoprint needed boosting. In its first five 


years on the market, the verstatile plastic paper 
had not been a winner. In the first year of 
the new promotional campaign, Texoprint sales 
increased “10-fold,” according to Morton 
Goldsholl, president of the design firm. 


Make an Actual Comparison Be- 
fore You Buy! 


Mc CLURE 


1115% W. Washington Boulevard 
CHICAGO 
Phone: CAnal 6-4914 


Memphis 4, Tenn. 





To increase the effectiveness of printed sales 
pieces designed for the Texoprint campaign, 
the Goldsholl organization turned to the film 
medium for the first time, striving to create a 
film which would simply and forcefully trans- 
late the printed messages, reaching those 
dealers, salesmen and customers who won't 
study booklets and folders 
prior stimulation. 


he Master Craftsmanship 
Your Film Desert (ih) 
—_ | | 




















IMAGINE!! 
Only *119*° For 


A Complete 
PROFESSIONAL 


at least without 





Texoprint is made for design and the film’s 
swift, vivid designs keep selling by sample— 
with no digressions. For quick impact, ultra- 
modern graphic and typographical art is given 
added emotional appeal by flashcard animation, 
bits of live photography and a pulsating jazz 


. 
0) or t fe | b e ( Hike score. With a brief, plain-spoken narration, 
A the images are intended to implant an impres- 
Film Developing 


sion of the paper’s durability, its suitability 

for wallcharts, children’s books, catalogs, ban- 
rt aat oe ners, labels, insignias, pennants, manuals, 

broadsides, schematic drawings, maps, chalk- 
boards. 


Such symbolism as an abstract owl and danc- 
ing color shapes, sophisticated checkerboards 
of dots, squares, oblongs, a pretty mouth, a pen 





Cinekad Synchronous Motor 
Drive for 16mm Projectors 


Especially designed to drive all Bell & Howell, 
Ampro and Victor 16mm projectors at 
synchronous speed. 





Projector can be instantly attached to Synchronous 
Motor Drive and quickly detached at any time in 
a matter of seconds. An outstanding feature is 
the flexible shaft which connects motor with pro- 


Stainless 
Steel 





DEVELOPING OUTFIT 


and ink Pickwickian scene and a short demon- 
stration suggest the wisdom of using Texoprint 
and exemplify the paper’s wide powers of line 


jector and permits smooth, quiet and steady opera- 
tion. No special technical knowledge required for 
installation and mounting. 


Write for more details and prices 





For 16-35-46-70mm Film 


Professional standard for 1.V. Stations, News- 
reel Studios and Industry where speed and 
quolity are essential, but price is a factor! 
Scratch proof! 

25 #t., 100 ft., or 200 ft., Stainless Steel outfits— 
all film sizes. GUARANTEED. Priced from $84.50 


BURKE & JAMES, INC | 


321 S Wabash Chicago 4, titinois 


Available at leading dealers, or direct. 
CINEKAD ENGINEERING CO. 
763 Tenth Ave. New York 19, N. Y. 
Plaza 7-3511 


DESIGNERS AND MANUFACTURERS OF 
MOTION PICTURE-TV EQUIPMENT 


and color reproduction, its foldability. 

Vivifying a guidebook and lithographed Tex- 
oprint sampling sheets of related design, the 
new film is being aimed at printers, designers, 
manufacturers, art directors and advertising 
agencies. Prints of the film may be obtained Sead fer tree telder of ilectvated Metien Pie 
from Texoprint dealers or write Kimberly- ture and Audio-Visual equipment manufactured 
Clark Corporation, Neenah, Wisconsin. & by Cnchad. 








Write Dept. BS-358 for Details 
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NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


__EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY e« 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. ] 


e NEW YORK e 


Association Films, Inc., 347 Mad 


ison, New York 17. 


Buchan Pictures, 122 W. Chip 
pewa St., Buffalo 


Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York 

The Jam Handy Organization, 
1775 Broadway, New York 19 


Ken Killian Company, Inc., 725 
Prospect Ave., Westbury, N. Y 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern 


e PENNSYLVANIA e 
J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6- 
6731. 


__ SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA « 


Colonial Films, 71 Walton St., 
N. W., Alpine 5378, Atlanta. 


e LOUISIANA e 


Stanley Projection Company, | 117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE. 9-339]. 


e MISSISSIPPI e« 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldg., Memphis. 


e VIRGINIA e 


Tidewater Audio-Visual Center, 
Cameraland Bldg., #29 South- 
ern Shopping Center, Norfolk 
5. Phone JU-31181. 


MIDWESTERN STATES 





e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
l. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


LIST SERVICES HERE 


Dualitied audio-visual dealers are 
ted in this Directory at $1.00 per 


ne per issue. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


Clausonthue Audio Visual, Sales 
and Service, 110 Shoppers Lane, 
Covina. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

Hollywood Camera Exch., 1600 
Cahuenga Blvd., Hollywood. 
The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 

lywood 28. 

Ralke Company, Inc., 829 S. 
Flower St., Los Angeles 17. 
Phone: TR. 8664. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 





SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 
e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


e OREGON e 
Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 
e TEXAS e 
Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 
e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 
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SHOOTING ENROUTE ‘round the 
world for current Ford films took 
some camera ingenuity: shooting 
is Ken Talbot, supporting the 
Arriflex is Alan McCabe. 


Ford's World Tour: 


(CONTINUED FROM PAGE 35) 
the project. Jeanie Sims, also with 
wide experience in on-location film 
production, was signed on to co- 
ordinate in New York. 

After preliminary surveys in 
May and June to set a route, the 
expedition actually got under way 
in July. Along with the 18-man 
crew went five vehicles, including 
two 1958 Ford prototypes. 

This assemblage went round the 
world, but in working out the prob- 
lems, some of the people in the 
project more than doubled this 
distance. McClory, Ransohoff and 
Ford test-driver Dan Eames cov- 
ered 60,000 miles of travel each. 

Starting in London, filming took 
place in 17 countries at over a 
hundred locations from the top of 
the Acropolis to the jungles of 
Malaya. The route followed a path 
from London to Paris, Geneva, 
Portofino, Rome, Venice, Dubrov- 
nik, Athens, Istanbul, Teheran, 
Kabul, Delhi, Agra, Calcutta, Ran- 
goon, Bangkok and Saigon. 

All during the 110 days of 
shooting, frequent airlifts brought 
film back for processing and edit- 
ing in New York. 

In addition to Filmways people 
on the trip, Ford sent along PR 
man Walter Curtis and still photog- 
rapher Gordon. Tenney, while J. 
Walter Thompson coordinator was 
Harry Treleaven. 

Films now in preparation from 
footage shot on the trip will proba- 
bly include an hour-long “one 
world-one highway” picture with a 
script by Allan Chase, several Ford 
films for dealer use, and a picture 
for Socony-Mobil, which fueled the 
expedition. 
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THE INDEX OF SPONSORED FILMS 


vx This reader’s reference guide covers motion picture and slidefilm 
programs reviewed in Volume Eighteen of BusiNEss SCREEN. The 
issue number and page on which a case history or feature article ap- 
peared are shown for each sponsor and film title below. 


SPONSOR 


Aero Mayflower Transit Co. 
Aluminum Company of America 


American Airlines, Inc. 
American Bakeries Co. 
American Cyanamid Company 
American Feed Mfrs. Assn. 
American Gas Assn. 

American Heart Association 
American Hockey Coaches Assn. 
American Iron & Steel Inst. 


Management Assn, 
Medical Assn. 


American 

American 

American Newspaper Publishers 
Assn. 

American Petroleum Institute 

American-Standard 

American Telephone & Telegraph 
Co. 


American Zinc Institute 


Armco Steel Corp. 
Armstrong Cork Co. 
Athletic Institute 
Automobile Mfrs. Assn. 
Autonetics, Div. of Downey, 
North American Aviation 
Avro Aircraft Ltd. (Canada) 


Baldwin-Lima-Hamilton Corp. 
Baltimore & Ohio Railroad 


Bell & Howell Co. 


Bell Telephone Co. of Canada 
Bethlehem Steel Co. 


The Borden Co. 
The Brown Co. 


Caland Ore Co. Ltd. (Canada) 
Cal. Highway Safety Council 
University of California 


Captain Morgan Rum Distillers 
Ltd. (Canada) 

Dale Carnegie & Associates, Inc. 

John R. Cassell Co., Inc. 

Caterpillar Tractor Co. 

Champion Paper & Fibre Co. 

Chevrolet, Div. of GM 

Chrysler Corp. 

City of Hope Hospital 

Clark Equipment Co. 

Coca-Cola Co. 

Columbia University, Teachers 
College 

Committee of American Steam- 
ship Lines 

Compressed Air & Gas 
Institute 

C. G. Conn, Ltd. 

Creole Petroleum Corp. 

Curtis Publishing Co. 


The Dartnell Corp. 
DeBeers Consolidated Mine, Ltd. 


Detroit Edison Co. 
Diamond Match Co. 
Dresser Industries, Inc. 
Walt Disney Productions 


Dow Chemical Co. 
E. I. du Pont de Nemours, Inc. 


NUMBER 2 ° 


VOLUME 


FILM TITLES Issue No. 

— = 
The Mayflower Story 7 
Color & Texture in Aluminum Finishes 3 
Alice in Washington 3 
Venu Magic 1 
The Man in the Doorway 6 
Old MacDonald 8 
Seven Doorways to Death 7 
The Heart Fund, The Country 

& the Community 8 
How to Play Hockey Series (8 films) 1 
Science, Technology & Society 8 
Arbitration 5 
Even For One 4 
The Case of the Doubting Doctor 4 
People, Profits and You 3 
A New Word for Farming l 
A Story of People & Progress 5 
Down to Earth l 
The Antidote 5 
Career Day ] 
Hemo, the Magnificent 2 
The Hotel-Motel Sales Story 4 
The Strange Case of Cosmic Rays 7 
Die Casting: How Else Would 

You Use It? l 
Zinc Controls Corrosion l 
Machining Stainless Steels 7 
Perils of Pauline Consumer l 
Town & Country Recreation 3 
Your Safety First l 
This Is Recomp 6 
The Air Cadet Story ] 

— 

On The Move 3 
Washington—Shrine of 

American Patriotism | 
Ideas and Film 6 
How to Operate the Bell & 

Howell Sound Projector 6 
Sky Watch on 55 3 
The Lone Pull ] 
Steel in Concrete 8 
Hail the Hearty 6 
Paper for a Purpose 7 

— 

Ore in Sight 7 
The Invisible Passenger l 
Electronic Computers Improve 

Management Control 3 
Jamaica Flavour 6 
The Dale Carnegie Story 3 
3 Dimensional Drajting 3 
Road Block 5 
1104 Sutton Road 6 
The American Engineer 1 
Peonle & Profits 6 
A Bridge to Life 1 
Moving Mountains 7 
The Kicking Game 6 
Keyboard Experiences in 

Classroom Music 1 
Lifelines U.S.A. 6 
Overworked & Underpowered 3 
Mr. B. Natural 5 
Assignment: Venezuela 1 
Modern Magazine Magic 1 
Onening the Sale 7 
Diamonds—International 

Awards—1957 8 
PRDC Newsreel 1 
Self-Starting Charcoal Briquets 4 
Areas of Promise 8 
Man in Space 7 
Our Friend the Atom 7 
Highway Hearings 7 
Build for Profit 1 
Finish With a Future 8 
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1958 


Page 


61 
160 
41 
42 


3 
183 
39 
37 
34 


99 
22 


165 


39 


166 
43 


SPONSOR 


Kodak Co. 


Eastman 


Employers Labor Relations 
Information Committee, Inc. 
Ethyl Corporation 


Firestone Tire & Rubber Co, 


Ford Motor Co, 


Gardner-Denver Co 


General Electric 

Gordon Edgell & Sons, Ltd. 
( Australia) 

Greater New York Fund 

Gunther Brewing Co. 


Hallmark Card Co. 
Her ules Powder Co. 


Hotel & Restaurant Emplovees 
& Bartenders Internat. 
AFL-CIO 


Household Finance Corp. 


Ideal Toy Corp. 

Institute of Life Insurance 

International Business 
Machines Corp. 

International Film Bureau 


Jacksonville Chamber of 
Commerce 
S. C. Johnson Co. 


Keystone Steel & Wire Co. 


Laboratories, Div. 
American Cyanamid Co. 

Lenox China Co. 

Libbey-Owens-Ford Glass Co. 

Lockheed Aircraft Corp. 

Los Angeles Dept. of Water 
and Power 


I ederle 


State of Maine, Dept. of 
Agriculture 
The Martin Co. 


Masonite Corp. 
George S. May Co. 


McGraw-Hill Text Films 


William S. Merrill Co. 
Methodist Church 
Minnesota, State of 
Monsanto Chemical Co. 


National Association of 
Investment Companies 
National Association of 


Manufacturers 


National Canners Association 
National Coffee Association 
National Film Board of Canada 
National Foundation of 
Infantile Paralysis 
National Live Stock & Meat 
Board 
National Presto Industries 
National Tuberculosis Assn. 
Nation’s Business Magazine 
Nestle Company, The 
New Holland Machine Co. 


New Jersey Bell Telephone Co. 
(CONTINUED 


ON THE 


FILM TITLES 

The Magic Box That Remembers 
Portrait in Plastic 

So Can You 

You and Labor Lau 


Issue 


{utomotive Principles Series 
(9 Films) 
— Soe 
f{frican Rhythms 
The Corporal Story 
The Word is Spreading 
Ford Stylist 
There's Even 
the Eye 
{ Cup For Adam's Ale 
Overland Underground 
Viva La Difference 
Behind the Portrait 


Vore Than Meets 


What Kind of Day Has It Been? 

Play Ball with the Orioles 
—_— —_ 

Cradle Song 

Blasting Vibrations, Cause 

Highway Life Lines 

Hail to the Cook 


& Effe ct 


Your Money's Worth in Shipping 
{ Tale of Three Toys 

Toys of Tomorrou 

Veasure of a Man 


{ Moon Is Born 


{nger At Work 


i 
The Jacksonville Story 


Start to Finish 
Steel Wire in 
Steel Wire in 


I rom 


4griculture 
Industry 


— 
For Vore Tomorrows 
Treasure for Your Table 
{ Place in the Sun 
Sea Wings 
Power for Progress 


— = 


Potatoland 


Honeycomb Repair 

North Field Combat 

The Big Addition 

1956 World Championship of 

Adolescent Development Series 
(3 Films) 

Marriage & Family Living Series 
(3 Films) 

The Medical Witness 

Ceiling 5000 

The Human Side 

The Last of Grass 


— —_ 
The Hope That Jack Built 


Ope rations 


Golf} 


Industrious Georgia 
Something Can Be Done 
Tax Discrimination 

Crisis in Lindenville 

The Story of John Porter 
The Magic Cup 

Stress 

Brighter America 
Unconditional Surrender 


{bout 


With An All-Star Cast 
She W ears 10 Hats 
dre You Positive? 


The New Dimensions of Management 
The Chocolate Tree 

Story for the Editor 
Who Cares About the 


This is New Jersey 


W eather 
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THE 1957 INDEX OF SPONSORED FILMS: | 


(CONTINUED FROM THE SIXTY -THREE ) 


SPONSOR 


New York Stock Exchange 
Notre Dame University 


Oil Heat Institute of America 
Oklahoma State Dept. of Health 
Orenda Engines Lid. (Canada) 


Pan American World Airways 


Pennsylvania Railroad Co. 

Phelps Dodge Copper Products 
{ ar Pp 

Phoenix Chamber of Commerce 

Power Products Corp. 

President's Committee tor 
Hungarian Refugee Relief 

President’s Committee for 
Traffic Safety 

Prestone Div., National 
Carbon Co 


Pure-Pak 


Raybestos-Manhattan Co 
Reaction Motors Ine 


Richfield Oil Co 


Santa Fe Railway 

Seiberling Rubber Co. 

Sharon Steel Corp 

Sikorsky Aircraft Div. of 
United Aircraft Corp 

Sinclair Refining Co 

A. O, Smith Carp 

Smith, Kline & French Lab 


Secony Mobil Oil Co 

Standard Oil Co. (New Jersey) 

Stout State College 

Southern Pacific Lines 

E. R Squibb & Sons 

Henry Strauss & Co., Inc 

Sunray Mid-Continent Oil 

Superior Steel & Malleable 
Castings Co. 

Swift: & Company 


The Texas Company 
Tifin Glassware 


United States Golf Assn 


Union Pacific Railroad 
'. S. Air Force 


U.S. Army Air Force 


L. S. Atomic Energy Committee 


I S. Chamber of Commerce 


L. S. Information Agency 


I S. Navy 


I S. Steel ¢ orp 


Westinghouse Electric Co. 
Western Auto 
Wood Conversion Co. 


World Bank 


PRECEDING PAGE 
FILM TITLES Issue No. 
Your Share in Tomorrou 2 
Notre Dame 4 
Housewarming Party + 
inger at Work 2 
The Air Cadet Story ] 

— 
(asties and Castanets 4 
Dial “S” jor Service 8 
Trains. Tracks & Safety Facts 2 
The Copper Network 7 
Phoenix Your City 6 
Vower Power to You 3 
This Is Kilmer 1 
Traflic Action Program 5 
You Oughta Drain Your Auto 

in the Autumn 4 
For God and My Country 7 
1 Am a Packing 2 
This Ils RMI 4 
Northwest Wonderland } 

. 

— 
San Francisco l 
How to Drive on Snow & Ice 8 
Steel Valley 6 


This W ay { p 


Things Keep Changin l 
This Is Y our Tomorrou 3 
Vogana 3 
The Ordeal of Thomas Moon i 
Crashing the Water Barrier l 
Energetically Yours 8 
My Pop's a Lineman 8 

3 


Railroading With Radar 


Vanishing Vitamins? 6 
Examining the Will To Work 

Share in America 6 
The Big Difference 3 
Food for Like l 


You and the W eather 3 
Treasure for Y our Table 
iis: 

Play Them {1s They Lie + 
Colfs Lengest Hour 4 
Fruits of a Lifetime 8 
The Thunderbirds 4 
Winged Wizardry 5 
Sentinels in the Air 5 


Techniques in Aircraft 


Fire Fighting & Re Scue 5 
Cloud Formations 6 
Condensation Trails 6 
Low Ceiling & Low Visibilities 6 
Thunderstorms 6 
Turbulence 6 
W eather Fog 6 
Scientific Advancement 7 


Training Men for the Atomic {ge 
Working Together 
The {tom Comes to Tou n 


5 
The Story of Creative Capital t 
2 
> 


Revolt of a Generation 
History of the l S. Navy 


Hydrographic Office } 
Wemorial Day 6 
Value Engineering - More Ships 


lor Le $s V one ’ 


Your Job in the Marine Corps 


Dan Taber's Ledger 

In The Kitchen 

New Ideas for Bridal Showers 
Trecsure Chest 


Your Dreams Come True 


Chuck Woods 


Sut 


Go-Giver 


} 
3 
WD—USN 8 
l 
l 
l 
l 


l 
{ New Aproach to Wizard Sales t 
3 
5 


Page 


20 


40 


166 
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40 


175 


162 


16 
16 
53 
53 
37 
35 
26 


178 
54 


32 











ANNOUNCE WINNERS OF SAFETY FILM AWARDS: 


(CONTINUED FROM PAGE FOUR) 


min., color, sponsored by Ameri- 
can Gas Assn., produced by Ani- 
matic Productions. — Dramatiza- 
tion of the seven leading causes 
of fatal accidents in the gas in- 
dustry. 


Plaques for Traffic Films 

Bronze plaques in the traffic 
and transportation films classifi- 
cation went to: 

Be Your Own Traffic Police- 
man, 10 min., color and b/w, 
(unsponsored), produced by 
Portafilms—Animated cartoon, to 
teach elementary school children 
fundamental traffic rules. 

Flagged for Action, 30 min.: 
color, (unsponsored), produced 
by National Film Board of Can- 
ada. Describes program of keeping 
records on traffic violators. 

The Invisible Killer, sponsored 
by American Automobile Assn., 
produced by AAA Foundation for 
Traffic Safety—Dramatizes car- 
bon monoxide factor in a traffic 
accident. 

Traffic Awards of Merit 

Awards of merit in the category 
of traffic films were won by: 

Bicycle Safety Skills, 11 min., 
color and b/w, (unsponsored), 
produced by Coronet Instructional 
Films.—Promoting safe bicycle 
practices and good traffic habits. 

The Defensive Driving Series, 
six 10-min. films, b/w, sponsored 
by National Safety Council, pro- 
duced by Cal Dunn Studios.— 
Describing six basic traffic situa- 
tions that can result in accidents. 

How to Drive on Snow and Ice, 
12’ min., b/w, sponsored and 
produced by Seiberling Rubber 
Co.—Principles of safer driving in 
severe winter conditions. 

The Human Factor in Driving 
(unsponsored), produced by Pro- 
gressive Pictures—Personal ac- 
tions and habits that lead to acci- 
dents. 

The Little White Line That 
Cried, sponsored by American 
Automobile Assn., produced by 
AAA Foundation for Traffic 
Safety —An animated cartoon for 
primary school children, showing 
importance of walking between 
lines at corners. 

One Second to Safety, 17 min., 
color and b/w, sponsored by Gov- 
ernor’s Highway Safety Commit- 
tee, produced by Va. Dept. of 
Education.—How a state con- 
ducts a complete traffic accident 
prevention program. 

What Makes Sammy Speed, 10 





min., color and b/w, (unspon- 
sored), produced by Sid Davis 
Productions.—The personal fac- 
tors and emotions behind an 
accident. 


General Films Win Plaques 

Winners of plaques in the 
general films category were: 

Electric Power and Common 
Sense, 281% min., color; sponsors, 
Conn. Light & Power Co., Hart- 
ford Electric Light Co., Housa- 
tonic Public Service Co., United 
Illuminating Co., Western Mass. 
Electric Co.; producer, Bay State 
Film Productions. — Illustrating 
the principles of preventing com- 
mon electrical accidents. 

I’m No Fool in Water, 8 min., 
color and b/w, sponsored and pro- 
duced by Walt Disney Produc- 
tions.—An_ instructional cartoon 
illustrating precautions for young 
children when swimming. 

Awards of merit for general 
films were received by: 

First Aid, 29 min., color and 
b/w, sponsored by Crown Zeller- 
bach Foundation; produced by 
Washington Video Productions.— 
A demonstration of basic first aid 
measures in emergency cases. 

I’m No Fool Having Fun, 8 
min., color and b/w, sponsored 
and produced by Walt Disney 
Productions. — A cartoon film 
stressing safe recreation rules for 
young children. 

Take Safety With You, 14 min., 
color, sponsored and produced by 
U. S. Army Corps of Engineers. 
—Safe practices to follow in rec- 
reational water areas. 

To Save a Life, 15'4 min., color 
and b/w, sponsored by AOPA 
Foundation; produced by Film 
Originals.—Explaining the 180 
turn procedure in small plane 
handling. 

Watershed Wildfire, 21 min., 
color and b/w, sponsored and 
produced by U. S. Dept. of Ag- 
riculture—Showing result of care- 
lessness and need for fire protec- 
tion and control in forest areas. 


One Theatrical Film Award 

In the theatrical motion pic- 
tures category, only one award 
was made—a bronze plaque. This 
went to: 

The Invisible Passenger, 22 
min., color, sponsored and pro- 
duced by Jack Copeland & Asso- 
ciates. This film, on the general 
subject of traffic safety, also re- 
ceived the David S. Beyer Award, 
given annually by the Liberty Mu- 
tual Insurance Co. ig 





NOW 





COLOR CORPORATION 








~ MOVIELAB 


e l6mm-35mm 
Negative -Positive Processing 





Plus exclusive ADDITIVE Beek 
scene to scene—color balanced eke 
KODACHROME printing. 





MOVIELAB BUILDING, 619 W. 54th ST, NEW YORK 19, N. Y., JUDSON 6-0360 


2 





Winner of the 
George Washington 
Honor Medal 


The Top Award Goes to 
“AMERICAN ENGINEER” 


As a tribute to the accomplishments of the engineers and 
scientists of America, “American Engineer,” in superscopic 


Technicolor, has held the eyes of 11,226,685 theatregoers. 


A distinguished national jury has now chosen “American 
Engineer,” produced for Chevrolet, for the highest award 


of the Freedoms Foundation, the George Washington 
Honor Medal. 


Our Organization is pleased to have contributed to this 


appreciation of the achievements of America’s engineers. 
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